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Victor Emanuel Tackles 
Giants of TV and Home 
and Farm Equipment 


By LAWRENCE M. HuGHES 


New YorK—For 20 years Victor 
manuel ran rampant over the 
American economy on the strength 
bf a couple of aphorisms: 

|. It’s easier to take over a go- 
ng business than to start one, and 

2. It’s more profitable to ride 
han to buck a trend. 

As a daring young man of 30 he 
ad piled up a $40,000,000 fortune 
by building and selling public util- 
ty empires. Then swiftly the de- 
bression brought him down almost 
o his last loud necktie. And then, 
n four more recent years, “our 
erribly small outfit,” as he called 
t, sold more than $4 billion of 
blanes and ships and other things 
or war. 

The outfit was The Aviation 
orp. 

Two years ago its name and ob- 
ectives were changed to Avco 
{fg. Corp. 


And today, at 50, Victor Eman- 
el has gone far to convert this 
Mormer investment or holding com- 
bany predominantly to the owner- 
hip and operation of divisions pro- 
jucing and promoting consumer 
jurable goods: television and ra- 
io sets, home and farm appli- 
hnces and equipment. It has also 
ecome a major all-around factor 
n broadcasting and telecasting. 
The divisions were going busi- 
esses, with such names as Cros- 
ey, American Central, New Idea 
bnd Spencer, long before Avco 
ook them over. But with new 
lood and new viewpoints and a 
ot of what Emanuel calls “coales- 
ence,” the new Avco’s combined 
ales have almost trebled since 
946 to about $140,000,000 in 1948. 
in |949, to swing the curve further 
ipward, Avco and its products will 
e -upported by $10,000,000 of ad- 
fertising. 


At the same time the new Eman- 
e| (his associates insist he’s sim- 
ply the old Emanuel shorn of some 
iystery and legends) is working 
© promote better understanding 
between business, labor and agri- 
uture, for a stronger national 
economy. 

‘'y the time he was 28 he could 
abe his first few millions to Eng- 
ani, lease Rockingham Castle, 
anc serve as master of the Wood- 
fan! Pytchley Hounds. He could 
fox hunt with two future kings of 
en land, and throw parties the 
“av shness of which earned him 
he title, “The King of Glory.” 

1 ut although hunting prints still 
adc en the walls of the corner of- 
ie on the 15th floor of the Gray- 
a building, the stocky man who 
Sat beside me (smoking cigars and 
loo ing like an earnest Jack 
Ber ny) wore no pink coat. His 
lu. suit and even his tie were 
on ‘ervative. He told me he had 
hot been back to England since 

(Continued on Page 42) 


THE NATIONAL NEWSPAPER OF MARKETING | 


_|Avco’s Sales Soar 
_ fo $140 Million Level 


SCRAP STEEL APPEAL—This is one of the 
new series in a campaign requested of 
the Advertising Council by the Depart- 
ment of Commerce to salvage steel scrap 
from industrial sources. Business publica- 
tions will be used exclusively. James 
Thomas Chirurg, Inc., New York, is the 
volunteer agency. 


Prof. Kirsten 
Regains Rights 
to Metal Pipes 


Inventor Buys Kirsten 
Co.; Will Move Plant 
and Stop Advertising 


SeatTLE—Prof. Frederick Kirs- 
ten, inventor and aeronautical en- 
gineer, who developed the Kirsten 
metal-stem air-cooled pipe and 
then turned over production and 
sales to Kirsten Pipe Co. on a 
royalty basis, has bought out the 
company and assumed the presi- 
dency. 

With the purchase, Professor 
Kirsten made plain that there 
will be some basic changes in the 
product, its manufacture and its 
sales. 

The plant will be moved to a 
rural town, Yelm, 70 miles south 

(Continued on Page 57) 


One of the Best... 


‘Creative Man’ says 
of agency ad. See Page 
56. Other features: 


Big Postal Hike 
for Publishers 
Will Be Sought 


Post Office Deficit 
Cited in President's 
Request for Increases 


WASHINGTON—President Tru- 
man’s plan for dealing with the 
mounting postal deficit, forecast in 
the 1950 federal budget forwarded 
to Congress last week, involves a 
$250,000,000 rate increase, the most 
stringent mentioned in three 
years of postal rate “litigation.” 
Added to the $120,000,000 rate 
increase which became effective 
on Jan. 1, the rates required to 
provide $250,000,000 of new rev- 
enue for the department would 
raise serious cost problems for 
publishers, mail order houses, di- 
rect mail advertisers and others 
who do business through the mail. 
Postmaster General Jesse Don- 
aldson is said to have detailed 
proposals for “levying” the $250,- 
000,000. Presumably, these will be 
forwarded to Congress in an ex- 
ecutive communication after the 
postal committees of both Houses 
have been formally organized. 


ws Unless part of the increase is 
to fall on airmail and first class 
mail, a $250,000,000 rate hike 
would mean an over-all 40% in- 
crease for users of second, third 
and fourth class, and the special 
services, such as special delivery, 
registry and C.O.D. 

Departmental budgeteers fore- 
cast that increased efficiency, and 
a greater volume of first class 
business, will automatically cut 
this year’s $526,000,000 deficit to 
$403,000,000 during fiscal 1950. 

In asking that mail users pro- 
vide an extra $250,000,000 to- 
ward the deficit, President Tru- 
man told Congress that the re- 
maining $153,000,000 would rep- 
resent “largely the costs of govern- 
ment penalty mail, franked mail, 

(Continued on Page 58) 
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SAFEWAY STORES, INCORPORATED 
et tee 


16 WAGER Menage Mow 


SiS Se Sa ere Te 


WELL PAID—With this copy in 15 New 
York and New Jersey newspapers, Safe- 
way Stores, Inc. revealed its wage 
scales under a new CIO contract for 
butchers and food clerks ($67.50-$82, 
and $41-$60, respectively), and recited 
other benefits the food chain gives its 
employes. 


Sylcon Plans Ad 


Blasts for New 
Heated Mattress 


Cuicaco—Something new in 
mattresses—built-in heating units 
that will compete for consumer fa- 
vor with electronic blankets—is 
making its nationwide bow in the 
February House Beautiful under 
the Sylcon brand. 

The heating unit, which keeps 
the temperature of the mattress 
just a few degrees above body 
temperature without thermostatic 
controls, is being manufactured by 
Temperate Products Co. here and 
supplied’ to the 23 bedding manu- 
facturers throughout the country 
who are affiliated with Sylcon 
Corp., Chicago. The new mat- 
tresses, equipped with the “Sylcon 

(Continued on Page 57) 


Last Minute News Flashes 
Skycruises Opens Drive for Non-Scheduled Flights 


New YorK—Skycruises, Inc., air travel agency, is launching a cam- 
paign in newspapers in New York, 
San Francisco and San Diego promoting its non-scheduled flights from 
New York to California for $88 and New York to Miami for $50. The 
company also is conducting a $1,000 contest asking the public to sub- 
mit a letter on “Should low-fare air coach service be permitted to 
continue,” prompted by Civil Aeronautics Board’s move to put the 
company out of business. Bourne Associates here is the agency. 


Martin Fritz Joins Buchen as Media Chief 


Cuicaco—Martin Fritz, for the past 15 years with J. Walter Thomp- 
son Co., has joined the Buchen Co. as director of media. He joined 


Philadelphia, Boston, Los Angeles, 


AANIAG — osrscscsccscsssssssesscessssssessosseencooeees 12| JWT as Chicago financial advertising representative of its Wall St. 
pea Market Place 0.0... = office and has been a member of the agency’s media department for 
BERG CORVORMOAS 0000000000scercreccorscectsoveee : . 
Department Store Sales... 31 the past five years 
ae pavihindines sielinasididieivenedinnicesiaaesiie : WDSU Names Swezey to Executive Post 

______ SESS ree encnee d ; 
=o een 3 MR eMIIIO ccsicsoecessccses 38 New Or.LeANS—Robert D. Swezey has been named executive vice- 
ade A craccenssasnipieesincioote’ 18| president and member of the board of WDSU Broadcasting Services, 
esa 60| operator of AM, FM and TV stations here. Mr. Swezey recently re- 
Photographic Review... 47| signed as vice-president and general manager of the Mutual Broad- 
Private Lines ............... posecoucecepeevooecovenencese 60 casting System. Previously associated with NBC and the Blue net- 
ll bay ce severeneeecesesesesesereseenseneunes S work (now ABC), he takes over the new position Feb. 1. 
eleradio TS COPTIC ncn ccccccccccecceeeeeeee 
Voice of the Advertiser ...........ccccceeeees 52 (Additional News Flashes on Page 61) 
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NAB Is Urged 
to Fight Back 
at Newspapers 


Station Managers Call 
for Counter-attack on 
‘Bitter’ Competition 


WASHINGTON—Alarmed at the 
tone of recent newspaper promo- 
tion pieces, the sales managers 
executive committee of the Na- 
tional Association of Broadcasters 
called last week for a counter- 
attack to keep the facts about 
radio’s selling power before time 
buyers. 

The scope and nature of the 
counter-attack remains under 
study, but Eugene S. . Thomas, 
WOIC, Washington, chairman of 
the sales managers, said it would 
involve a _ substantial expansion 
of NAB’s broadcast advertising 
department, and perhaps some 
“direct selling” by NAB itself. 

Mr. Thomas made it clear that 
nothing has been agreed upon in 
the way of detail, pending full 
discussion of local and national 
methods of promotion and com- 
petition. He promised that some- 
thing would be ready for the NAB 
board of directors next month. 


es At the meeting here last week, 
sales managers examined a sub- 
stantial quantity of newspaper pro- 
motion material which allegedly 
reflects “increasingly intensive and 
bitter” competition. 

Some presentations examined by 
the sales managers allegedly turn 
Hooperatings in reverse to argue, 
“Look at the number of potential 
customers you miss.”’ Many of the 
individual newspaper presenta- 
tions contend that “radio is on the 
downgrade, and television isn’t 
here yet.” 

Among the presentations consid- 
ered was a showing of the Ameri- 
can Newspaper Advertising Net- 
work quoting the Federal Com- 
munications Commission to the 
effect that the radio audience has 
been “fractionated” by the in- 
creased number of stations. 

Aware of the fact that Sterling 

(Continued on Page 57) 


Mangan Forbids Use 
of Space (It's His) 


Cuicaco—James Mangan, of 
Mangan & Eckland, industrial de- 
sign and public relations firm here, 
has laid claim to all celestial space, 
in all directions from the earth, ex- 
cluding stars, planets, etc. 

Mr. Mangan told AA that the 
U. S. Naval Observatory informed 
him that no one ever before seems 
to have claimed ownership of 
space. Mangan has named this 
area Celestia, considers it a na- 
tion and will sell areas in it the 
size of the world for a buck each. 

He also told AA that he for- 
bids artificial products such as 
radio from operating in his terri- 
tory. Up to press time last week, 
this fact had caused no consterna- 


tion in radio and video circles. 
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Seiberling Intends 
to Fair Trade Its 
Best Tires, Tubes 


Akron, O.—Seiberling Rubber 
Co. announced Saturday (Jan. 15) 
an experimental, precedent-shat- 
tering move to place its top-level 
passenger car tires and tubes un- 
der fair trade restrictions in all 
states possible. 

L. M. Seiberling, vice-president 
in charge of sales, said his com- 
pany will be the first tire manu- 
facturer to attempt fair trading of 
tires on a national scale, and that 
he hoped others in the industry 


SIGHS OF LONG LIFE” 

FOR QUANTITY BUYERS 

THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® 
900 Kibby St., Lime, U.S.A. 


will adopt a similar policy soon. 
Seiberling, a champion of the in- 
dependent tire dealer, is adopting 
the policy “in answer to a cry- 
ing need” by these marketers, he 
added. 

Previous attempts at fair trading 
of tires, Mr. Seiberling declared, 
were sectional experiments which 
failed, under faulty and improper 
control, and because they were not 
national in scope. 


s Profit margins of the indepen- 
dent dealers have been “ruinously 
small” under severe price cutting 
of the past, Seiberling maintains, 
a stand backed up by some govern- 
ment officials who contend that the 
independents also are _ seriously 
handicapped when large discounts 
are given to chain stores, mail 
order houses and fleet operators 
by tire manufacturers. 

Seiberling will register its pre- 
mium Safe-Aire low pressure tire 
and Sealed-Air puncture-sealing 
inner tube under state fair trade 


laws. 

“Fair trade laws protect trade- 
marked products against dilution 
and cheapening to meet price cut- 
ting,” Mr. Seiberling said. “The 
policy works in other fields. There 
is no reason why it will not work 
in the tire business—and we know 
that dealers will welcome it. We 
hope our adoption of fair trading 
will encourage others to give their 
dealers similar protection.” 


Now Sive & Rosenfield, Inc. 


The company name of Leonard 
Sive & Associates, Cincinnati 
agency, has been changed to Sive 
& Rosenfield, Inc., to include the 
name of A. B. Rosenfield who, for 
some time, has been a full part- 
ner in the agency. Mr. Rosenfield 
is vice-president and public rela- 
tions director. 


Names Radio Representatives 


WMGM, New York, has ap- 
pointed Radio Representatives as 
its representative outside the New 
York area. 


What are those papers all over lowa? 


Of course—The Des Moines Sunday Register! 


Never lose sight of that 500,000 circulation! It gives The 
Des Moines Sunday Register more than 50% coverage in 
83 of lowa’s 99 counties—at least 25% in all the rest. 

Average for the state: 70% family coverage! 

Only nine other cities have papers to match this half- 
million circulation. As for general advertising linage, The 
Des Moines Sunday Register ranks eighth in America. 

And look at the market/ Urban Iowa alone outspends such 
cities as Boston, Cleveland, St. Louis, San Francisco—and 
Iowa's farm market is in a class by itself. Total buying, five 
billions a year—yet The Des Moines Sunday Register brings 
you 70% of all the buying families for a milline rate of $1.70! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann [RIBUNE 


ABC Circulation March 31, 1948: 
Daily, 368,703—Sunday, 500,437 


Basic Member American Newspaper Advertising Network 
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REPEAT PERFORMANCE—In the first outdoor advertising program conducted in the 

19-year history of Birds Eye-Snider division of General Foods, this poster proved so 

successful during its first appearance in the fall of 1948 in Los Angeles that it ili 

be used again during January and February. In the Los Angeles area 140 panels 
will promote the frozen foods. Young & Rubicam is the agency. 


Four Nets Plan 
Midwest Shows 
As Cable Opens 


Pool Talents in Video 
Program Reaching 
30-Plus Stations 


New YorK—Midwest televiewers 
last week got a preview of the 
entertainment which networks will 
send their way regularly, now that 
the New York-Chicago coaxial 
cable has been completed. 

ABC, CBS, DuMont and NBC 
combined their talents in a gala 
90-minute show celebrating the 
completion of the 400-mile linkup 
on Tuesday. American Telephone 
& Telegraph Co., which provides 
the network facilities, also parti- 


cipated in the telecast. More than |. 


30 stations in 17 cities, covering 
one-fourth of the country’s popu- 
lation, carried the show. 

Columbia’s Arthur Godfrey gave 
viewers a sample of the fare he 
will offer for Chesterfield every 
Wednesday from 8 to 9 p.m., EST. 
Milton Berle, who had just com- 
pleted his 60-minute Texaco pro- 
gram, worked overtime, and with 
the help of Harry Richman, scored 
his usual boffs with the audience 
as NBC’s attraction. 

Ted Steele, whose daytime antics 
on WABD are sponsored by Gen- 
eral Mills, and his television or- 
chestra were spotlighted during 
the DuMont portion of the show. 
ABC did a switch and gave eastern 


audiences a taste of video Chicago 
style, picking up a mystery pro- 
gram from WENR-TV. 


a Meanwhile, the four networks 
were making arrangements for 
filling the time allotted them on 
the cable. At week’s end, NBC 
had 15 sponsored East Coast net- 
work shows which were to be 
carried by cable or kinescope ip 
the Midwest. 

Included are General Foods 
“Author Meets the Critics,” Gene- 
ral Foods’ “Meet the Press” (to be 
replaced by “Lambs Gambols”’ as 
of Feb. 27), “Philco Playhouse,” 
Disney’s “Review of the News,” 
“Colgate Theater,” Firestone’ 
“Americana,” “Texaco Star Thea- 
ter,” Gates’ “Girl About Town, 
“Kraft Theater,” Arrow’s “Phil 
Silvers Show,” the “Swift Show,” 
the “Bigelow Show,” “Admiral’s 
Broadway Revue,” Gillette’s box- 
ing, RCA’s “Kukla, Fran anid 
Ollie” and Camel’s ‘‘Newsreel The- 
ater.” 

Sponsored programs set for 
western airing by the other net- 
works: 

ABC: Bristol-Myers’ “Break the 


Bank” and Kellogg’s “Singing 
Lady.” 
CBS: Chesterfield’s “Godfrey 


and His Friends” and Emerson’ 
“Toast of the Town.” 

DuMont: “Admiral’s Broadway 
Revue,” two half-hour shows for 
Allen B. DuMont Laboratories 
and several cooperative packages 


Wine Growers Name Shatftner 

William V. Shaftner, former\ 
with the Pacific Steamship Associ- 
ation, San Francisco, has been ap- 
pointed director of advertising an¢ 
public relations of the Wine Grow- 
er’s Guild, Lodi, Cal. 
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E. N. MecDONNELL 
President 
McDonnell and Miller, Inc. 


" 
W: will do more advertising in 1949 because we are convinced that all 
manufacturers are now in a period which requires intensive sales effort to 


maintain positions gained during the past years of peak demand. 


"We believe that advertising themes, sales approaches and efforts which 
have been effective during the past few years may be totally inadequate 
under today’s conditions. Accordingly, we have re-appraised our entire sales 
approach, our sales methods and the advertising media we have used. 


"Our 1949 plans call for increasing our efforts in certain media . . . . for main- 
taining our advertising at its present level in other media . . . . and for elim- 
inating entirely still other forms of advertising. Our over all program will be 
intensified to aid our dealers in their stepped-up efforts to make 1949 an 
even bigger year than 1948." 

DOMESTIC ENGINEERING urges all advertisers to re-appraise the Domestic 


"WHY WE WILL DO 
MORE ADVERTISING 
IN 19491” 


Engineering field. Those manufacturers who have considered this market as 
a secondary outlet for their products will find in it a.tremendously expanded 
field of opportunity. Others who have long been identified with it must of 
necessity keep pace with increasingly competitive conditions. DOMESTIC 
ENGINEERING's total publishing program, as in the past, is geared to make 
the advertising dollar spent in DOMESTIC ENGINEERING the most produt- 


tive and effective means of reaching the total Domestic Engineering market.- 


DOMESTIC ENGINEERING in advance of the need, has set up its numerous 


facilities to assist advertisers in meeting 1949 conditions. 


These facilities include manufacturers’ agent service, catalog layout and 
reprint production, marketing and research information, list rental and mailing 
aids and similarly vital services. Write for full information or consult your 


Advertising Agency. 


Price $2.50 to all others. 


- 


TLCS MGULCE 


DOMESTIC ENGINEERING PUBLICATIONS ©2222": 


Prong 
Mee; Pagttetric 
ad Stapp >. NG 
9 TIMES A WINNER & wenre 
Nine times awards have come to , Tks 
the publishers of DOMESTIC re 
ENGINEERING in recognition = 
for outstanding editorial ac- “iy f a 
complishment. te 


SALES QUOTA BOOKLET | 
Free to manufacturers in DO- 
MESTIC ENGINEERING field 
and to their advertising agencies. 
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Pewell Names Picard 


John Powell & Co., manufac- 
turer and supplier of insecticides 
and agricultural chemicals, has 
named Picard Advertising Co., 
New York, to handle its domestic 
and foreign advertising. 


Sullivan Moves Office 


David J. Sullivan, New York; 
marketing, advertising and re- 
search, has moved from 545 Fifth 
Ave., to 6 E. 39th St. 


421 S. Dearborn St., 


-Chicago 5.1 inois 


Mortimer, Belding 
to Discuss Council, 
’ ’ 7 
System’ Campaign 
Cuicaco—Midwestern admen 
will hear a progress report on the 
American economic system cam- 
paign and on work of the Adver- 
tising Council at a luncheon meet- 
ing of the Chicago Federated Ad- 
vertising Club Jan. 20. 
Charles G. Mortimer Jr., vice- 
president of General Foods Corp. 
and chairman of the Advertising 


Council, and Don Belding, presi- 
dent of Foote, Cone & Belding, will 


w@ | speak on the work of the Joint 

s | Committee on Improvement of Un- 
derstanding of our Economic Sys- 
tem, whose campaign was launched 


Oct. 13. Mr. Belding is chairman; K&E Adds Three Copywriters 


of the committee, set up by the As- 
sociation of National Advertisers 
and American Association of Ad- 
vertising Agencies. 

For agency and advertiser exec- 
utives and their staffs, Mr. Mor- 
timer will also relate achievements 
and aims of council public wel- 
fare campaigns. 

Council efforts to boost salvage 
of scrap steel for industrial pur- 
poses will be discussed at a mieet- 
ing the afternoon of the same day 
when the Chicago Business Papers 
Association holds a meeting for 
midwestern business paper pub- 
lishers and adclub presidents, at 
which Edwin F. Thayer, publisher 
of Tide and chairman of the coun- 
cil’s business paper advisory com- 
mittee, will speak. 


The following have joined the 
copy department of Kenyon & 
Eckhardt, New York: Frederic F. 
Flanagan, formerly with McCann- 
Erickson, New York; Helen Brown 
Beckett, previously with J. Walter 
Thompson Co., New York, and 
Currie Davis, formerly in the sales 
promotion and merchandising de- 
partment of Life, New York. 
Douglas Keyes has been trans- 
ferred from the agency’s New 
York office to Detroit. 


Hixson-O’Donnell Adds Two 


Edwin Frocks, New York, and 
Jackie Nimble, Dallas, dress man- 
ufacturers, have appointed the 
Muriel Johnstone Fashion division 
of Hixson-O’Donnell Advertising, 
New York, to handle their adver- 
tising. 


GENERAL and 


THE DAYTON, OHIO NEWS 


NOW ALSO PUBLISHES THE 


© Effective JANUARY 10, 1949 .. . all 


CLASSIFIED ADVERTISING 


scheduled for either paper, appeared in 
BOTH PUBLICATIONS, the Evening NEWS 
and the Morning JOURNAL HERALD. New 
basic rate for both publications is .40 per 
line. New rate card, which has been mailed, 


SAW YER-FERGUSON-WALKER COMPANY 


NEW YORK * CHICAGO + DETROIT - LOS ANGELES +» ATLANTA « SAN FRANCISCO 


THE DAYTON, OHIO NEWS 
and JOURNAL HERALD 


DAYTON JOURNAL HERALD 


THE DAYTON NEWS will continue to be 
published every evening... and Sunday morning 


THE DAYTON HERALD and JOURNAL have been combined 
... and will be known as the JOURNAL HERALD, 


published each morning except Sunday | 
. in combination with the evening NEWS 


indicates new rates for other classifications. 


Meanwhile, if you now have a schedule 
appearing in either Dayton newspaper, and 
which continues after February 1, 1949, we 
suggest you immediately contact us, or the 


office of 


Advertising Age, January 17, 949 


Johnson's Bill 
on Delivered 
Prices Filed 


WASHINGTON—The Senate ip. 
vestigation of recent Supr: me 
Court and Federal Trade Comn js- 
sion actions resulted last week jy 
a legislative proposal designec tp 
establish legality of delive:edq 
prices. 

Sponsored by Sen. Edwin C 
Johnson (D., Colo.), new chiir- 
man of the Senate commerce cvm- 
mittee, the bill (S. 236) amends 
anti-trust statutes to declare that 
sellers may absorb freight. 

Immediately after introducing 
the bill, Senator Johnson an- 
nounced that the trade practices 
subcommittee will hold public 
hearings next Monday (Jan. 24) 
to obtain comments from govern- 
ment officials and business exec- 
utives. 

Admitting that the bill is sub- 
ject to revision, Senator Johnson 
said he “wants a bill which wil! 
not in any way weaken the anti- 
trust laws but will, in fact, 
strengthen those laws without 
denying to competing sellers the 
right to absorb freight to meet 
competitors’ prices, when they do 
so in the absence of conspiracy.” 


ws The drive for legislation to es- 
tablish legality of delivered prices 
had been undertaken by Sen. Ho- 
mer Capehart (R., Ind.) immed- 
iately after the Supreme Court 
outlawed basing point price sys- 
tems used for cement and steel, 
promoting heavy goods industries 
to shift to f.o.b. mill systems. 

The Johnson bill, and a com- 
panion measure in the House 
(HR. 1001) sponsored by Rep 
Philip J. Philbin (D., Mass.), calls 
on government agencies “to foste: 
competitive private enterprise by 
the treatment of transportation 
costs in interstate commerce s0 
that access to distant markets may 
by available, when economically 
feasible, to any competing seller.” 

The bill, which prohibits FTC 
from requiring f.o.b. mill pricing 
“where buyer and seller do not 
choose’ to transact business on 
such terms,” defines “price” to 
mean “the price fixed by con- 
tract, expressed or implied, be- 
tween buyer and seller.” Current- 
ly, FTC regards price as “mill 
net’—the sum retained by the 
seller after deducting transporta- 
tion costs. 

It amends the Federal Trade 
Commission Act to outlaw “an) 
pricing practice pursuant to al 
agreement or conspiracy,” but ex- 
empts pricing practices “in the 
absence of conspiracy” where unl- 
form delivered prices are charged 


Begins Test Patterns 


KECA-TV, Los Angeles, has e- 
gun telecasting test patterns on a! 
intermittent schedule. The station 
will be the last of the seven 0s 
Angeles television stations to £° 
on the air. KECA-TV is expec'ed 
to begin commercial broadc: sts 
about the end of February 0 
soon thereafter. The origin: |!y 
scheduled starting date was I] ec 
1, but receipt of equipment © 4 
held up during the recent Ves! 
Coast shipping strike. 


Hale Joins Station WKNB 


Philip Hale has joined the H: ‘t- 
ford sales staff of Station WK 8. 
New Britain, Conn. 
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at wee : It’s wonderful to look backward and reflect on our many pleasant associations during 1948. 

However, as we face 1949, we fully realize that the photo-engravings we make today are more 
hair- 

x i important to you and us than those we made last year. With this in mind we pledge ourselves 

introducing to do everything possible to make this new year a pleasant one for reflection in 1950. 

le practices 

° dan. 2 COLLINS, MILLER & HUTCHINGS, Inc., Photoengravers 

siness exec- 


| Oa : 207 North Michigan Avenue, Chicago 1, Illinois 
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Scott Stores Ups Freeman 


Owen Freeman has been ap- 
pointed general manager of Butler 
Brothers’ retail Scott Stores, 
0 Chicago. He has been with Scott 

Stores for many years, most re- 

cently as merchandise manager. 
£ J. G. Colwell, district manager of 

Scott Stores in the Chicago dist- 
$ rict, has been named to succeed 
Mr. Freeman as merchandise man- 
ager. 


7 Kelly Nason Elects V. P.s 


Thomas W. Jarvis, art director, 

f Vincent J. Galbo and Arthur F., 
Sachtleben, account executives at 

Kelly, Nason, Inc., New York, 
{ have been elected vice-presidents 


of the agency. 


Mason Candy Buys 
‘Howdy Doody;’ Test 
Draws 4,500 Replies 


BrooKkKLtyN—Mason, Au & Magen- 
heimer Confectionery Mfg. Co., 
maker of Mason coconut candy 
bars, began sponsorship of 
“Howdy Doody,” children’s tele- 
vision show, on 14 stations of the 
NBC East Coast and midwestern 
networks on Wednesday, Jan. 12, 
5:45-6 p.m., for one-quarter 
hour weekly. 

The candy company bought the 
5:45-6 p.m. segment of “Howdy 
Doody” early in December for a 
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five-week test and offered a 
humming lariat in return for two 
Mason candy bar wrappers. 

The five offers, aired in New 
York on WNBT only, brought in 
9,000 wrappers good for 4,500 
lariats. 

Moore & Hamm, New York, i 
the Mason agency. 


AFA Adds Six Members 


The following have joined the 
Advertising Federation of America, 
New York: Michigan Mutual Lia- 
bility Co., Simons-Michelson Co., 
Charles M. Gray & Associates and 
Karl G. Behr Advertising Agency, 
Detroit; Biddle Co., Bloomington, 
Ill., and Fred J. Stauffer, Adver- 
tising, York, Pa. 


Ford Joins Air King 


Thomas M. Ford, former field 
sales manager for O. A. Sutton 
Corp., Wichita, and New York 
merchandise manager for Shell 
Oil Co., has been appointed field 
sales manager of Air King Prod- 
ucts, New York, manufacturer of 
radios, wire recorders and tele- 
vision receivers. 


Retail Buildup: 


‘SEP,’ NRDGA 
Join in Program 


New YorK—A program calcu- 
lated to build public regard for re- 


tailing was unveiled last week to 


the National Retail Dry Goods As- 
sociation here for its annual con- 
vention. 

The promotion, called “Demo- 
cracy Works Here,” will embrace 


more than 200,000 stores, most of 


them using advertising and dis- 
play aids supplied to them by The 
Saturday Evening Post. 

As outlined by George L. Stearns 
II, president and general manager, 
L. L. Stearns Co., Williamsport, 
Pa., and head of NRDGA’s public 
relations committee, the program 
offers retailers a chance to tell 
the public about “American dis- 
tribution as an important part of 


KROMEKOTE 


For excellent reproduc- 
tion with catalog covers, 
post cards and inserts, or 
for packaging and label- 
ing quality products, this 
cast coated stock is ideal. 


WHATEVER. 


wha 


more than fifty years... oneal relating to embossing, folding, scoring 
and printing . . . questions on labeling, packaging, special coatings, and 
special finishes. Yes, Champion has the background and facilities to — 
offer you sound, helpful advice. When you have a paper problem take it 
to Ehempion. The ic sea mus and — ‘pattie ee Ohio. 


cam 


THERE’S A CHAMPION PAPER FOR 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. it is available in 
a wide variety of weights, 
sizes and special finishes. 


SATIN REFOLD ENAMEL 
Meets every requirement 
for quality publication and 
advertising printing— 
thanks to tep-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


‘Chicago a 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes. 


YOUR PAPER PROBLEM 


Mills at Hamilton, Ohio; Canton, North Carolina and dination, Texas. 
District soles offices: wicied York — 


Philadelphia 
_— ee. Atlanta 


San Francisco 


EVERY PRINTING NEED 


SPECIALTY PAPERS 
Champion's specialties in- 
clude bonds, business 
papers, envelope, post 
card and papeteries . . . 
all excellent reasons fer 
you to specify Champion. 
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the American way.” 

At local level, Mr. Stearns a 
cated organization of retail t 
groups into campaign committ 
In each retail trade group an 
vertising and display commi 
should be established, he said, 
contacts with local offic 
schools, churches, women’s c 
and service organizations shx 
be made. 

He said liaison with manu: 
turers should be established in »r- 
der to assure “their back ng 
through possible local advert se- 
ments and display of campaign 
material.” 

The Post’s support of the drive 
is considerable, beginning with a 
four-color spread in the Feb. 19 
issue, and a follow-up page Feb 
26. In addition, the magazine wi! 
supply 275,000 color reproductions 
of the spread, 240,000 display cards, 
235,000 brochures for mailings ex- 
plaining the campaign, 2,200 radio 
scripts and 1,735 radio transcrip- 
tions. 
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Chicago Outdoor Art 
Contest Gets Under Way 


The Art Directors Club of Chi- 
cago has opened the 17th annua! 
competition and exhibition of out- 
door advertising art under the di- 
rection of a committee composed 
of William C. Scott, art director, 
McCann-Erickson, chairman, 
Douglas M. Smith, art director, The 
Buchen Co., president of the club: 
Burr L. Robbins, executive vice- 
president, General Outdoor Adver- 
tising Co.; John H. Kies, vice-pres- 
ident and art director, Needham, 
Louis & Brorby, and J. “Bob” Wil- 
son, executive vice-president, Wil- 
helm-Laughlin-Wilson & Associ- 
ates, Houston. 

Entries should be submitted to 
Outdoor Advertising Art Exhibi- 
tion Committee, 515 S. Loomis St., 
Chicago 7. Closing date is Feb. 12 
Presentation of awards will be 
made at a dinner at the Sheraton 
Hotel on March 23. 


Murdoch to Beech Aircratt 


John H. Murdoch, formerly in 
airline public relations and ad- 
vertising with Pan American 
World Airways in New York and 
a feature writer for the New York 
Mirror, has been named in chargé 
of the news bureau of Beech Air- 
craft Corp., Wichita. 


NEW! AGENCY QUESTIONS & ANSWERS 


First Issue Jan. 15, 1949 


For 23 years, I have worked with my 
husband, LYNN W. ELLIS, on agency 
management services. Now comes one o! 
4 own to answer questions for those 
o can’t easily get here for persona! 
coaching or consultation. 
AQA will be semi-monthly; 
run one side of page for easy cli 
confidential, not published; mail 
class for speed and safety. 
It will tap a “‘management museum” thai 
took 37 years to collect; fetch short 
simple, objective answers at 1% or |es 
of what ey’d cost direct; show what 
live agencies are asking but not, of course 
reveal their identities. 
Questions numbered in order of receipt 
answered fast as space permits; some- 
times merged to save space and rej ect'- 
tion; some answered by filled-in forms 
instead of prose. 


$125 FORM IN FIRST ISSUE 


For example, opening issue (Jan. 15 
shows a new progress control designed 
for a “10-man” agency at a fee of $125 
Good for any size or type of age 'c) 
anywhere. Don’t miss it. 
Ordinarily, no back issues would 
available. This time I ran 100 e>'ré 
While they last, you - a copy of 
Jan. 15 issue free with either— 
Annual subscription at $30.00, w! 
gives you 24 more issues and ansv é! 
(through AQA) to anywhere up t |’ 
questions you may want to ask— 
answers to hundreds of questions pu! 
up to me by others—or 
Semi-annual subscription at $20.00 
12 issues (up to four of your quest > 
answered through AQA) or 
Quarterly subscription at $10.00 fo: > 
issues (no question privilege). 
These rates for U. S. and Canada « 'lY 
Smart to enroll now; get question " 
ahead of rush; not have to wait 
for your numbers to come up; be al) 
sure of the Jan. 15 issue free. 
SAMPLE ISSUE (Jan. 15 while it | 5% 
otherwise my choice) for $2.00. 
info. free to agency owner, respon 
executive or branch manager. 
Clip this ad or write on letterh «4 
attach remittance; mail at once to 
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‘The New York ‘Times in 1948 


published the greatest volume 


of advertising ever published by 


a New York newspaper 


35,000,000 LINES AN ALL-TIME HIGH... In 1948, The New York Times published 
more than 35,000,000 lines of advertising...a gain of 2,000,000 lines over 1947. 


30 YEARS OF TIMES LEADERSHIP... 1948 was the 30th year The New York Times 


published the greatest volume of advertising in the world’s biggest and busiest market. 


RECORD DEPARTMENT STORE VOLUME. ..The volume of full run Depart- 
ment Store advertising published by The New York Times in 1948 was the greatest ever published by 


a New York newspaper. 


RECORD RETAIL VOLUME. ..The volume of full run Retail advertising published by 
The New York Times in 1948 was the greatest ever published by a New York newspaper. 


BIGGEST GENERAL VOLUME. ..The volume of General advertising published by 
The New York Times in 1948 was the greatest ever published by any newspaper. 


BIGGEST CLASSIFIED VOLUME. ..The volume of Classified advertising published by 


The New York Times in 1948 was the greatest ever published by a New York newspaper...more than 


was published by the next three New York newspapers combined. 


41 YEARS OF FINANCIAL LEADERSHIP...The volume of Financial advertising 
published by The New York Times was the greatest published in 1948 by any New York newspaper. 


1948 was the 41st year of Times leadership in this classification. 


Che New ork Cimes 


NEW YORK: 229 West 43rd Street. BOSTON: 140 Federal Street. CHICAGO: 333 North Michigan Avenue. DETROIT: General Motors Building. 
LOS ANGELES: Sawyer- Ferguson-Waiker Company, 645 South Flower Street. SAN FRANCISCO; Sawyer- Ferguson-Walker Company, Russ Building. 
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BMB ‘Borrows’ Baker 
As Churchill Quits; 
1949 Survey Is Set 


New Yorx—John Churchill has 
resigned as research director of 
Broadcast Measurement Bureau. 
The BMB executive committee an- 
nounced last week that Dr. Ken- 
neth Baker, research director of 
National Association of Broadcast- 
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ers, Washington, “will be loaned to 
BMB to assist in carrying out its 
1949 survey.” 

Mr. Churchill’s resignation fol- 
lowed charges by some station 
executives at a recent NAB board 
meeting of division of responsi- 
bility between him and Hugh M. 
Feltis, BMB president. An an- 
nouncement by BMB later con- 
firmed Mr. Feltis as active di- 
rector of this much-discussed 
setup. 

The executive committee, headed 
by J. Harold Ryan of Fort Indus- 
try stations, said that the 1949 
BMB survey of station and net- 
work audiences will start on sche- 
dule in March and reports on it 
will be published in September. 


Package Machinery Ups Two 


Package Machinery Co., East 
Longmeadow, Mass., has promoted 
Edward G. Westervelt from mana- 
ger of its New York office .to 
eastern sales manager. Alan S. 
Lincoln has been transferred from 
field sales to the home office as 
executive assistant to Tom Miller, 
vice-president in charge of sales. 


Bryan Houston Quits 
ECA Information Job 


WasHINGTON—Bryan Houston 
will resign within a few days 
from the top information job in 
Paul Hoffman’s Economic Coopera- 
tion Administration. 

Mr. Hoffman was reported last 
week to be looking for a successful 
publishing executive as his succes- 
sor. 

Mr. Houston came here in July 
from the executive vice-presidency 
of Pepsi-Cola Co., but subsequently 
resigned his Pepsi-Cola position. 
His future plans are undetermined. 
There was one report that he 
might re-enter the advertising 
business. 

He had joined Pepsi-Cola fol- 
lowing extensive service with the 
armed forces here and abroad. In 
addition to service in the European 
theater, he had been with the War 
Department bureau of public re- 
lations here, and had performed 
important ‘procurement, contract 
termination and surplus property 


disposal missions. 

Previously he has been assistant 
sales manager for Standard Oil at 
Cleveland; a partner in Houston & 
Wishes, Cleveland industrial rela- 
tions firm, and a vice-president 
of Young & Rubicam. 


Wilkinson to Manage 
McCann‘s London Office 


Ben Wilkinson, former head of 
his own agency, Ben Wilkinson 
Ltd., London, has been appointed 
managing director of McCann-Er- 
ickson Advertising Ltd., London, 
effective Feb. 1. Mr. Wilkinson 
brings ten acounts with him to 
McCann and about 20 members of 
his staff will join the agency on 
that date. He succeeds Noel God- 
ber, who has been with McCann- 
Erickson’s London office for more 
than 20 years. 


Moynihan Adds Duties 

Edward A. Moynihan, vice-pres- 
ident of Hiram Walker Distribu- 
tors, Inc., in New York, has been 
named a vice-president of Hiram 
Walker Distributing Co., Chicago. 
He becomes general manager of 
both houses. 


432,112—total weekday circulation—again the highest weekday 
circulation ever attained by any Michigan newspoper. 


---and be sure to save 
THE NEWS till | get home’’ 


In Detroit, most working-people get up early and get to 
work early, in their own cars. Detroit has no rapid 
transit or commuter railway systems. It is predomi- 
nantly a city of single homes, where factory workers live 


in the vicinity of their plants, and the downtown business district 
is in the center of the semi-circle that constitutes the Detroit 
market. Workers have little or no time to read any newspaper 
until their day’s work is done, and they are back in the comfort 


of their own homes. 


That’s why HOME-DELIVERED circulation, with its family 
readership, is of paramount importance in the Detroit market, 
And that’s why most national and retail advertisers who realize 
this market’s characteristics, consistently place most lineage in 
The Detroit News, which gives you the largest A.B.C.-recognized 
home-delivered circulation of any newspaper in America! 


543,643—total Sunday circulation 


A.B.C. figures for 6-months period ending September 30, 1948: 
* First in total advertising lineage in Michigan— 4th in the United 


States. 


NATIONAL REPRESENTATIVES DAN A CARROLL 


10 — 42ND ST. NEW YORK 1 THE JON F&F 


LUTZ CO. TRIBUNE TOWER. CHICAGO 
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TV Will Reduce 
Dailies’ Volume 
N. Y. Group Tol 


Syracuse—Most advertising ex- 
perts agree that television jj! 
attract considerable national aq. 
vertising that has been going to 
both newspapers and radio -ta- 
tions, the New York State Pub- 
lishers Association was told ai its 
28th annual convention here |ast 
week. 

This statement was made by 
the association’s modern develop- 
ments committee, of which Ernest 
L. Owen, editor and publisher of 
the Syracuse Post-Standard, was 
chairman. 

In part it refuted a statement 
made before this association by 
Arthur Hays Sulzberger, publisher 
of the New York Times, at Saranac 
Lake last summer (AA, Sept. 6) 
Mr. Sulzberger said then: “Every 
new advertising medium creates 
additional advertising expendi- 
tures. In other words, it enlarges 
the advertising dollar...It’s quite 
possible that television may draw 
down more than it puts in. That's 
a risk that is always present.” 


a The report by Mr. Owen’s com- 
mittee pointed out that “the one 
great advantage that newspaper 
advertising has enjoyed over radio 
is the newspaper’s ability to illus- 
trate the advertised product. Tele- 
vision eliminates this advantage 
with the exception of color print- 
ing, which will probably continue 
to be exclusive to newspapers and 
magazines for some time.” 

On the other hand, the commit- 
tee believes that “television will 
not negatively affect newspaper 
circylation but will probably stim- 
ulate reader interest.” 

The advertising committee 
headed by Don. U. Bridge of Gan- 
nett Newspapers noted that the 
volume in the nation’s newspapers 
reached “another all-time high re- 
cord” in 1948. They feared, how- 
ever, that “when and if profits de- 
cline” advertisers may find “the 
liquidity of advertising appropria- 
tions...a shining, easy target for 
the ax. Newspaper men should be 
fully prepared to prove that the 
newspaper advertising appropria- 
tion would be an extremely expen- 
sive place for the ax to fall.” 


w The association elected Milton 
R. Miller, publisher of the Batavit 
News, as president, succeeding 
William L. Fanning of the West- 
chester Newspapers. A. J. Mc- 
Donald, of the Knickerbocker 
News, Albany, was named vice- 
president, and William B. ‘te 
Favour, Amsterdam Evening Re- 
corder, secretary-treasurer. 


Lee Bristol Elected 
President of Bristol-Myers 


Lee H. Bristol, executive v:ce- 
president of Bristol-Myers ©. 
New York, has been elected p!es!- 
dent of the company succee: ins 
his brother, Henry P. Bristol, vh° 
becomes chairman of the bord 
Lee Bristol is a former presi: em 
of the Association of National \¢ 
vertisers. Dr. Delmas K. Kitc :e!. 
director of the medical divi: '0 
was elected a vice-president 10° 
Franklin H. Bivine and Gustav: 4 
Jaeger of the company elected 45- 
sistant vice-presidents. 


~ 


‘Telegram’ Names Bassett 


John Bassett Jr. has been na 
a director of the Telegram |} ub- 
lishing Co., and director of ad 
tising of the Toronto Evening 
egram. He was formerly \ ce 
president and editor of the I tl! 
Record, Sherbrooke, Que. 


Sign Group to Meet 

' The National Electric Sign 
| sociation will hold its conve! 
_and equipment exhibit at the } 
| Sherman, Chicago, Jan. 31-Fe . 2 
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CONTEST AWARD | 
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yY Your award is enthusiastically received by winners! Schwinn-Built 
bikes are 4-1 favorites with youngsters, Schwinn light-weights popu- 
lar with adults! 


yY No shipping or storage worries! And most models are readily avail- 
able in quantity! 


vY Just send us complete details concerning your program, and let us 
tell you what we can do for you. 
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ARNOLD, SCHWINN & CO, 1718 N. KILDAR HICAGO, ILLINOIS 
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UST PUBLISHED! 


VOLUME ONE, NUMBER ONE of 


cal people. 


NATION'S HERITAGE 


lever before in the history of publishing has a magazine so broad in 
onception, so eloquent in execution, been presented to the Amer- 


Here is a magazine that will give in pictures a lasting portrait of all 


merica. Each page will be a graphic representation of the Ameri- 
“an scene. Each issue will be approached from eight different aspects 
The Land, The People, The Home, The Arts, The Past, Industry, 


earning, Diversion. 


More Than a Magazine 


You will find Nation’s Heritage 

Baot just a magazine but beautifully- 
yund magnificent volumes of 
yictorial Americana. 


fou will treasure each issue with 
ts more than 200 pages of 
Mnemorable photographs and valu- 
able prints. 


resented objectively and com- 
letely without bias, Nation’s 
leritage will stand as a living 
mbodiment of all that is America. 


The Country’s Finest 
Publication 


‘or space to accomplish its ob- 
ective, Nation’s Heritage will 
ave the largest format of any 
magazine in the country, 12 by 15 
nches. It will have have the finest 
yaper, heavy coated stock. It will 
lave a cover printed on linen, stiff- 
ound and protected—a real work 
bf art permanently recording the 
merican scene. It will have paint- 
ngs in every medium by outstanding 
prtists . . . the best of photographs 

. countless fine color reproduc- 
ions. Yes, Nation’s Heritage will 
ake a proud place in your library 
sa rich and lasting depository of 
ine art. 


A Life-Time Investment 


lation’s Heritage appears for first 
ime this month. The price for the 
ear’s six issues will be $150. It will 
ontain no advertising. Admittedly 
twill be the world’s most expensive 
magazine. The unprecedented cost 
fe! production necessarily makes it 
feo. But as a faithful recording of all 
Seemerica the cost is far outweighed 
fey its intrinsic value. 


Magazine for the People 


issentially, Nation’s Heritage will 
% a magazine for every American. 
Few, however, can afford $150 for 
A subscription. And that is why you 
an perform a unique and altruistic 
ervice by making Nation’s Heritage 
Wailable to your employees in read- 
hg and reception rooms . . . endow- 
hg subscriptions to public, school 
nd college libraries. A handsome 
0 .plate with your name as en- 
bower will be affixed to every issue 
bf ll gift subscriptions. In this 
Fay vou will help to give everyone 
he »pportunity to share with fellow 
oui trymen their Nation’s Heritage. 


Read What 
Charter Subscribers 
Say About 
Nation’s Heritage 


@ “Nation’s Herirace can do a real 
job which will bring about untold 
good.” 
—E. V. Rickenbacker, 
President & General Manager 
Eastern Arr Lines, Inc. 


@ “We have four places where we can 
usefully try out Nation’s Herrrace.” 


—American Tet. & Tex. Co. 


@ “I feel that your magazine is greatly 
needed and therefore I am presenting 
it to the Neenah Public Library.” 


—Mrs. W. Z. Stuart 


@ “We feel that copies of Nation’s 
Heritace should be placed in the 
lounge cars of our principal trains for 
the use of our patrons. Our order for 
five subscriptions is attached.” 
—P. J. Neff, Pres. 
Missouri Paciric Lines 


@ “Congratulations on a noble plan 
for the strengthening of Americanism 
within the people.” 
—Fred C. Moffat, 3-term President 
New York Curs Excuance 


@ “A fascinating project and one that 
should do much to enrich the material 
on American life.” 


—Tue Pusiic Lisrary or Newark, 
New Jersey 


@ “I am deeply interested in Nation’s 
Herirace and wish to order five one- 
year subscriptions.” 
—Hughston McBain, Pres. 
MarsHart Freip Co. 


Nation's 


HERITAGE 


A 


LIBRARIES, 
SCHOOLS, ETC. 


AMHERST LIBRARY 

COLL. OF THE CITY OF N. Y. 
COLUMBIA U. LIBRARIES 
CORNELL U. LIBRARY 
DETROIT ATHLETIC CLUB 
DETROIT TIGERS 


ENID CARNEGIE LIBRARY, 
ENID, OKLA. 


FAIRLEIGH DICKINSON COLL. 
HUNTINGTON UNION SCHOOL 
INDIANA UNIVERSITY LIB. 


INSTITUTO CHILENO-NORTE- 
AMERICANO DE CULTURA 


ANDREW JACKSON HIGH SCH. 


METROPOLITAN MUS. OF ART 
MICHIGAN STATE U. 
OAKMONT HIGH SCHOOL 
OHIO STATE LIBRARY 

OHIO STATE MUSEUM 

PUB. LIB., BLOOMSBURG, PA. 
PUB. LIB., BROOKLYN, N. Y. 
PUB. LIB., CLEVELAND, OHIO 


PUB. LIB., FT. WAYNE & 
OLLEN COUNTY, IND. 


PUB. LIB., GRAND RAPIDS, 
MINN. 


PUB. LIB., LOS ANGELES, CAL. 
PUB. LIB., NEENAH, WISC. 
PUB. LIB., NEWARK, N. J. 
PUB. LIB., SEYMOUR, CONN. 
PUB, LIB., UTICA, N.Y. 
ROCKEFELLER LIBRARY 
TOLEDO U. LIBRARY 
TWENTIETH CENTURY FUND. 
INC. 


UNIVERSITY OF MICHIGAN 


ADVERTISING AGENCIES 


BATTEN, BARTON, D. & O. 
JOHN A. CAIRNS & CO. 
CAMPBELL-EWALD CO. 
CAPLES CO. 
DANCER-FITZGERALD-SAMPLE 
FOOTE, CONE & BELDING 
ALBERT FRANK-GUENTHER- 
LAW, INC. 
KENYON & ECKHARDT, INC. 
KUDNER AGENCY, INC. 
MacMANUS, JOHN & ADAMS 
J. M. MATHES, INC. 
WARWICK & LEGLER, INC. 
YOUNG & RUBICAM, INC. 


PUBLIC 
RELATIONS FIRMS 


ADVERTISING CLUB OF 
TOLEDO 

VERNE BURNETT 

CARL BYOIR & ASSOCIATES 

FRED ELDEAN ORGANIZATION 

EARL NEWSOM & CO. 

FRED RUDGE, INC. 


INDIVIDUALS 


WINTHROP W. ALDRICH 
WALTER J. BLACK 
THOMAS D’'ARCY BROPHY 
LEWIS H. BROWN 

CARL BYOIR 

JOHN L. COLLYER 
GARDNER COWLES 
HARRY P. DAVISON 
DONALD W. DOUGLAS 
HARVEY S. FIRESTONE, JR. 
EMERSON FOOTE 
HARVEY D. GIBSON 
BERNARD GIMBEL 
SAMUEL GOLDWYN 

J. P. GRACE 

EUGENE HOLMAN 

ROY HOWARD 

COL. CHAS. F. H. JOHNSON 
W. ALTON JONES 

K. T. KELLER 

EDGAR KOBAK 

HENRY LUCE 

FOWLER McCORMICK 
ARTHUR P. MOTLEY 
EDWARD J. NOBLE 
WILLIAM S. PALEY 
EDDIE RICKENBACKER 
JAMES RAND 

W.S.S. RODGERS 

HARRY SCHERMAN 

EMIL SCHRAM 

FRANCIS ADAMS TRUSLOW 
THOMAS J. WATSON 
THOMAS E. WILSON 

GEN. R. E. WOOD 

ROBERT W. WOODRUFF 


FEW TYPICAL CHARTER 


LIST OF 
COMPANY 
SUBSCRIBERS 


ADDRESSOGRAPH- 
MULTIGRAPH 


AIRKEM, INC. 

ALABAMA POWER CO. 
AL.DEN’'S INC, 
ALLEN-BRADLEY CO. 

S. L. ALLEN & CO, INC. 
ALUMINUM CO. OF AMERICA 
AMERICA FORE INSURANCE 
AMERICAN BRAKE SHOE CO. 


AMERICAN BROADCASTING CO. 


AMERICAN CAR & FOUNDRY 
AMERICAN CYANAMID CO. 


AMER. ENCAUSTIC TILING CO. 


AMERICAN EXPRESS CO. 
AMERICAN HAWAIIAN SS CO. 
AMERICAN LOCOMOTIVE CO. 
AMERICAN NEWS CO. 
AMERICAN SMELTING & REF. 
AMERICAN SUGAR REF. CO. 
AMERICAN TEL, & TEL. CO. 
AMERICAN TOBACCO CO. 


ANACONDA COPPER MINING CO. 


ANHEUSER-BUSCH, INC. 
ARKETEX CERAMIC CORP. 
“AUTOMATIC” SPRINKLER 
BALTIMORE & OHIO RR CO. 
BANK OF NEW YORK 
BARNES PRESS, INC. 
BECK ENGRAVING CO. 
BEECH AIRCRAFT CO. 
BELL & HOWELL CO. 
BEMIS BRO. BAG CO. 
BENDIX AVIATION CORP. 
BETHLEHEM STEEL CO. 
BOLLINGER SERVICE 
BOTANY MILLS, INC. 
BRIDGEPORT BRASS CO. 
BRIGGS MANUFACTURING CO. 
BROWN & BIGELOW 
BULOVA WATCH CO. 
N. R. CAINE & CO. 
CANADA DRY GINGER ALE 
CASSITY-RICHARDS, INC. 
CELANESE CORP. OF AMER. 
CEN. HANOVER BANK & TR. 
CHAMPION PAPER & FIBRE 
CHASE NATIONAL BANK 
CHEMICAL BANK & TRUST 
CHESAPEAKE & OHIO RY CO. 
CHRISTIANSEN CORP. 
CHRYSLER CORP. 
CITIES SERVICE CO. INC. 
COLUMBIA BROADCASTING 
COLUMBIA GAS SYSTEM 
COMFY MFG. CO. 
COMMERCIAL CREDIT CO. 
COMERCIAL INVEST. TR. 
CONDE NAST PUBLICATION 
CONSOLIDATED EDISON CO. 
CONTINENTAL BAKING CO. 
CONTINENTAL CAN CO. 
COOK PAINT & VARNISH CO. 
CORNELL WOOD PRODUCTS 
CORN EXCHANGE BANK TR. 
COSTUMERS RESEARCH GR. 
CRAVER’S BOOK’G. & TAX SER. 
CROWELL-COLLIER PUBL. 
CUNNINGHAM CO. 
DEEP ROCK OIL CORP. 
DETROIT EDISON 
DIAMANT TYPOGRAPHIC SER. 
A. B. DICK CO. 
DICKIE-RAYMOND, INC. 
DILLON, READ & CO. INC, 
DOMINION FOUNDRIES & ST. 
DOW CHEMICAL CO. 
RALPH DEUNEWALD 
PRINTING. 


EAST ASIATIC CO.LTD. 
EBASCO SERVICES 

THOS. A. EDISON, INC, 
ELECTRICAL REACTANCE 
ESCO COFFEE GROCERIES 
ETHYL CORPORATION 
FARRELL LINES 
FLINTKOTE CO. 

FOOTE BROS, GEAR & MACH. 
FOREMOST DAIRIES, INC. 
FOSTER MACHINE CO. 
FRANKFORD WOOLEN MILLS 
FREDERICK & NELSON 
GENERAL ANILINE & FILM 
GENERAL ELECTRIC CO. 
GENERAL FOODS CORP. 
GOTTLIEB BROS. INC, 
W.T.GRANT & CO. 
GRINNELL LITHO, CO. INC. 
GULF, MOBILE & OHIO RR 
EDWIN F. GUTH CO, 


SUBSCRIBERS 


HAGAN CORP. 
HANES HOSIERY MILLS CO. 
HINDE & DAUCH PAPER CO. 
HOLLAND FURNACE CO. 
HOLLISTON MILLS INC. 
HOME INSURANCE CO. 
RALPH HORGAN, INC. 
HOUDAILLE-HERSHEY CORP. 
TOM HUSTON PEANUT CO. 
INSURANCE CO. OF NO. AM. 
INTERN’L. BUSINESS MACH. 
JEFFERSON STANDARD 

LIFE INS. 
ENDICOTT JOHNSON CORP. 
S. S. JOHNSON CO. 
S. C. JOHNSON & SON INC, 
KELLY-SPRINGFIELD TIRE 
THOMAS A. KOPPEL Co. 
LACKAWANNA RAILROAD 
LAIDLAW & CO. ‘ 
LAWYERS COOPERATIVE PUB, 
LEHIGH STRUCTURAL STEEL 
LEVER BROS. CO. 
LIBBY-OWENS-FORD 
LINCOLN ELECTRIC CO, 
LION OIL CO. 
THOMAS J. LIPTON, INC. 
THE MACMILLAN CO. 
MANUFACTURERS TRUST CO. 
MARATHON CORP. 
MARCUS & CO. 
MARQUETTE CEMENT MFG. 
MARSHALL FIELD & CO. 
GLENN L. MARTIN CO. 
McCAULEY METAL PRODUCTS 
McDOWELL COMPANY 
McGRAW-HILL PUBLISHING 
MERRILL LYNCH, P., F & B. 
METAL MOULDINGS CORP. 
MISSOURI PACIFIC LINES 
J. P. MORGAN & CO. 
MUTUAL BROADCASTING SYS, 
NATIONAL BANK OF DETROIT 
NATIONAL CASH REGISTER 
NATIONAL DAIRY PRODUCTS 
NATIONAL GYPSUM CO. 
NATIONAL LEAD CO. 
NEWSWEEK MAGAZINE 
NEW UTRECHT PRESS 
NEW YORK CURB EXCHANGE 
NEW YORK JOURNAL-AMER'N, 
NEW YORK STOCK EXCHANGE 
NORFOLK & WESTERN RY. 
NORTHERN PACIFIC RY. 
NORTHWESTERN ST. & WIRE 
C. J. O'BRIEN, INC. 
OHIO OIL CO. 
OIL CARRIERS, INC. 
OWENS-CORNING FIBERGLAS 
PRM FLOOR COVERINGS 
PABST SALES CO. 
PACIFIC ELEC. MFG. CORP. 
PARAMOUNT PICTURES, INC. 
AMOS PARRISH & CO. 
PEERLESS WOLLEN MILLS 
J. C. PENNY CO. 
DR. PEPPER CO. 
PHELPS DODGE CORP. 
PHILLIPS PETROLEUM CO. 
PICKANDS MATHER & CO. 
PITTSBURGH PLATE GLASS 
POPULAR MECHANICS CO. 
POWERS REPRODUCTION 
PUBLIC NATL. BANK & TR. 
RADIO CORP. OF AMERICA 
RAND, McNALLY & CO. 
RANSDELL, INC. 
RATHBUN & BIRD CO. 
REINHOLD-GOULD, INC. 
REMINGTON-RAND, INC. 
RENWAR OIL CORP. 
REVERE COPPER & BRASS 
SALTER CANNING CO. 
SCHMIDT & AULT PAPER CO. 
SCOTT & FETZER CO. 
SEABOARD AIR LINE RR CO. 
SONOCO PRODUCTS CO. 
SOUTHERN RAILWAY SYSTEM 
SPENCER CHEMICAL CO, 
STANDARD FORGINGS CORP. 
STANDARD OIL CO. OF CAL. 
STANDARD OIL CO. (N.J.) 
STATE STREET TRUST CO. 
STUDEBAKER CORP. 
SUN OIL CO. 
SUN & TIMES CO. 
SUPERIOR COLOR CO. 
SWIFT & CO. 
SYLVANIA ELECTRIC PROD. 
SYNTHANE CORP. 
TIDEWATER ASS. OIL CO. 
TYPOGRAPHIC SERVICE, INC. 
UNDERWOOD CORP. 
UNION CARBIDE & CARBON 
U.S. PRINTING & LITHO. 
UNIVERSAL-INTERN’L. PIC. 
WACHOVIA BANK & TRUST 
WESTINGHOUSE ELECTRIC 
WHITEHOUSE & HARDY 
WORTENDYKE MFG. CO, 


eee eee SST a 


Reserve Your Subscription Now 

Just mail the coupon with your enclosed check, or 
write for a free copy of the brochure describing in full 
the scope and content of Nation’s Heritage. 
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Malcolm S. Forbes, Publisher, 
: Heritage Magazine, Inc. Division of B. C. Forbes & Sons 
i Publishing Company, 120 Fifth Avenue, New York, N. Y. 
Dear Mr. Forbes: 
! [) 1 am enclosing my check for a year’s subscription to Nation’s Heritage. 
i O If a gift subscription, the recipient will be 
: Name... Address 
| ID a saccsecesininacerinstecienioveranen State 
i [1 Please send me the brochure describing Nation’s Heritage in full. 
: I sii tintininswviinctsckeienetconies ; .. Address... 
| CUE Y...2.-00-. sessnsnenensesrnensereravensscororosonavensneneneneseneees fl ncihuvintinitndinnecimensinnnastiovishneniiietuiiiimeii 
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How Far Can Media Research Go? 


The unusual action of the As-;sales expenses are paid. 


sociation of National Advertisers in 


But when the research moves 


announcing the discontinuance of| over into the realm of product or 


the Detroit News’ 
inventory operation, along with 
comments from its members de-— 
; ploring the dropping of the con- 
tinuing study, 
question of how far media re- 
search can go. 

At the newspaper committee 


session of the ANA in New York 


last fall, this problem was raised 
pointedly by representatives of 
newspapers who were present, as. 
well as ANA members themselves. 

Research of the store inventory 
type or of the consumer panel 
type is costly; if it isn’t costly, it 
usually turns out not to be as ac- 
curate as it should be. And since 
it is costly, the natural problem | 
arises as to who is going to bear. 


the cost, and in what proportion. | 


Newspapers, magazines, radio 


stations, outdoor companies and all | 


other media must of necessity do 
a considerable amount of research, 


and this amount has grown stead- | 
difficult to relate directly to extra 


ily through the years, as buyers 
have insisted upon more and more 
facts and figures. Media research 
which deals with the value of 
the medium, its distribution, cir- 
culation, economic status and buy- 
ing habits of its readers or listen- 
ers is accepted, correctly, as a 
normal, natural business function 
of media, to be paid for by them 
just as all other production and 


raises again the) 


grocery store marketing statistics which are not 


directly tied up with a particular 
medium, the problem becomes 
more difficult—and usually more 
expensive. As far as we know, no 
medium which has set up a con- 
sumer panel, a store inventory 
and sales audit, or any other kind 
of continuing study of this kind 
has charged for the information 
it has made available to advertis- 
ers and agencies, except that the 


out-of-pocket costs of special tab- 


ulations are usually charged for. 


'Generally, the media making such 


studies have relied upon the ad- 
ditional research as an added sell- 
ing weapon, hoping that the cost 
would be returned to them, indi- 
vectly, by additional advertising. 

In some instances this has been 
true, but in many it seems not to 
be true, and many media conse- 
quently find themselves saddled 


‘with additional expense of con- 


siderable proportions which it is 


sales. 

We believe that the entire sub- 
ject needs more careful study by 
both media and advertisers. The 
data is needed, but it seems only 
logical that a considerable portion 
of the cost of collecting and dis- 
seminating it ought to be borne 
by advertisers and agencies who 
benefit most directly from it. 


Better Radio Fare Is Upcoming 


One of the bright spots in the; 


recent network-talent shenanigans 
is that, despite adverse Treasury 
Department rulings, something 
sure as shooting is going to happen 
to the programs that come out of 
radio receivers throughout the 
land. 

The moves by Benny, Amos '’n’ 
Andy and others, the disappear- 
ance from the scene of Edgar Ber- 
gen, and the fuss and fury have 
shaken up radio programming as 
it has probably never been shaken 
up before. 

Everyone (with the possible ex- 
ception of CBS, which has grabbed 


off the Sunday night headlines) is | 
engaged in one enormous talent | 
hunt. Even the networks and sta-| 


tions which have not been directly 


involved in the various moves have 
caught the fever, have realized | 


|programming problems, 


| 


that more of the same old stuff 
may not be a permanent answer to 
and are 
consequently more alert to new 
ideas and new personalities than 
they have ever been before. 
That old gag about desperation 
being the mother of invention is 
still true, and the state of mind 
which the last few weeks’ ma- 
neuvering has engendered in ra- 
| dio program circles is certain to 
result in more experimentation, 
| and, ultimately, in the develop- 
| ment of new and better programs 
|and personalities than now exist. 
Whatever ultimately happens, we 
have a suspicion that the new 
eagerness and earnestness which 
is now notable on all radio pro- 
|grams will make for a lot more 
fun for millions of radio listen- 
ers during the next few weeks. 


Critics All 


We’ve had a thought on tele- 
vision, and we guess this is the 
time to transmit it: 

Television commercials, by and 
large, are horrible. The usual de- 
fense is that the medium is in its 
infancy, and the copy boys will 
do much better as they become 
more accustomed to working with 
the stuff. 

This sounds fine, but is it true? 

The fact is that printed adver- 
tising hasn’t progressed a great 
deal over the years. Type faces 
and reproductive processes are 
much better, and the application of 
readership results has altered some 
techniques. Otherwise, the appeals 
and the approach are strikingly 
similar. 

The reader has accepted this 
similarity, and has—in a sense-— 
learned to live with advertising. 

Radio was a brand new medium, 
and the commercial was evolved 
with it, and the public learned to 
accept both together. Commercials 
were shortened over the years, 
and radio commercial writers in- 
sist that they get better each year. 

In television, neither of these 
situations is true. Unlike printed 
advertising, the public  hasn’t 
grown up with it. Neither will it 
arrive right with the medium, be- 
cause television so closely resem- 
bles what the public is already ac- 
customed to—motion pictures. 

The motion picture business, and 
here we’re talking about the Holly- 
wood product, has already accus- 
tomed the public to close-to-per- 
fection techniques. Whatever else 
one may think of Hollywood’s 
pictures, the technical aspects 
are usually flawless. The cam- 
era work is so smoothly done 
that it is unnoticed; the back- 
ground music is precisely that. 
The ideas are swiftly and solidly 
implanted. 

As proof of this, notice the 
foreign films. Particularly in New 
York, there is a cult of foreign 
film worship. Usually the films 
are worshipped because of their 
“realism,” their “earthiness,” or 
their frank handling of themes 
which can’t be treated in Ameri- 
can films—seldom, if ever, for 
technical qualities. Technically, 
most of the films made abroad are 
several yards behind their Ameri- 
can counterparts. 

The camera work of many a for- 
eign film would be totally unac- 
ceptable in a Hollywood product. 
This is recognized; no major film 
producer would release a picture 
with these technical faults. Public 
reaction would be bad. 

Similar ground rules will apply 
to television. Productions and com- 


mercials are going to have to mea- 
sure up against skilled competi- 
tion. 

In other words, if Zillion Hats 
wants to use an animated derby, 
galloping through a hot commer- 
cial, the real competition is not 
the flute-playing fedora of Chap- 
lin Chapeaux—it’s Walt Disney. 

Many a TV set owner is waiting. 
Waiting for improvements in pro- 
gramming (“Only Tuesday and 
Sunday nights are now any good’’) 
and in commercials. What they’re 
really waiting for is for TV to 
make like Hollywood. 

This raises the interesting ques- 
tion: Can Madison Avenue do it? 


Right Word Department 


Some commentators we know 
use presently as if it were synony- 
mous with currently. Friend of 
ours pointed out that it means no 
such thing, and Funk & Wagnalls 
bears him out. Presently means 
“After a little time; by and by; 
shortly; as we shall presently 
leave the world...” 

Just thought you’d like to know. 


Jottings 

To save his tablecloths, a Chi- 
cago restaurateur with the un- 
likely name of Mike Fish, issues 


a “doodle sheet” with each 
menu... 

Capital Airlines has a nifty bro- 
chure on speechmaking, called 


“Going to Make a Speech?” by 
Jennings Randolph, assistant to 
the president of Capital, available 
to other companies, although it 
was originally made for Capital 
employes... 

One of the more striking media 
promotion pieces, Metropolitan 
Group’s “As Certain as Sunday” 
was reissued this year in a new 
dress. It employs a reproduction 
of a watercolor of a Provincetown 
street scene by William McK. 
Spierer, a Metro staff member, 
and offers prints for framing... 

Davis Wallpaper Co. has a new 
cocktail wallpaper... 

Odd sentences: from a Gulf 
Oil release on a roach powder, 
publicized by Will Schoyer & Co., 
Pittsburgh: “Gulf Oil considers 
this product to be a scientific 
advance of exceptional interest in 
its field. So when the company 
offered to send free samples to 
enable its editors to check for 
themselves, I took the liberty of 
agreeing.” (Strange liberties I 
have taken dept.) ... 

Wonderful headline by Crown 
Publishers: “A new kind of book 
on psychiatry—not guaranteed to 
solve all your problems in 10 
days”... 


’ 
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Rough Proofs | 


A committee of the Social 3¢;- 
ence Research Council says ‘ha; 
the election pollsters comm ‘te; 
two major errors—in samy; ing 
and interviewing and in forex ist. 
ing. 

Otherwise they were right op 
the beam. 

zee 

Buchanan & Co. is giving +m. 
ployes with five years or mor of 
service six-week paid trave! 
leaves. 

And they won’t have to spend 
them visiting the plants of ¢lj- 
ents. 

aes 

Reader’s Digest says it has 9. 
600,000 domestic circulation and 
5,400,000 foreign. 

And in spite of that, some peo- 
ple still try to pass off RD jokes 
as their own. 

gee 

January cut-price sales are 
nothing new. The only difference 
is that this year they began in 
December. 

aes 

By the end of 1949, people wil! 
be asking, “Do you remember 
when we used to quote prices 
with an escalator clause?” 


Sees 
H. G. Hagelskamp told the 
AMA that $1,800,000 of food 


coupons applying on retail pur- 
chases of $6,300,000 were in cir- 
culation in Indianapolis at one 
time. 

That’s one way to bring down 
the high cost of living. 

aee 

AA reported the Gillette-spon- 
sored television review of Rose 
Bowl and other New Year’s foot- 
ball games, but failed to note that 
the most interested audience was 
that of KPIX, San Francisco, 
across the bay from Berkeley ané 
the Golden Bears. 


Agency accounting experts aré 
trying to figure out the differen- 
tial in ranking in salary, if any, 
between account executives an 
service representatives. 

aes 

“It spoils our dinner,” said 4 
Columbus Dispatch classified ad- 
vertiser looking for a Girl Fr day, 
“to share eight hours a day with 
a .sourpuss.’ 

But Gladys the beautiful 
ceptionist says that isn’t wh) 
men get ulcers. 


re 
ad 


“The trend,” says Macfad \eD 
Everett Smith, “is away fron thé 
beauty parlor to home us: ° 
many cosmetics.” 

Love those Toni twins! 


ap 
ou 


Roy A. Bradt says many 
pliance dealers will be washe 
of the picture in 1949. 

Even if they’re not seiling 
matic washers? 

sae 

Heinie Haupt, BBDO v.! . 
revealed by AA as the son > 


preacher, which puts him i: ‘ 
same lodge with Bruce Bart« 
Copy ~ 
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FORCEFUL FACTS THAT SELL FOOD IN PHILADELPHIA 


@ 118 new national food and grocery schedules appeared in 
THE PHILADELPHIA INQUIRER during 1948! 


& Leading chain grocery stores—A & P, Acme-American iis 
Stores, Baltimore Markets—used more space in | 


THE PHILADELPHIA INQUIRER than in any other 
Philadelphia newspaper ! 


Linage of all retail food and grocery advertisers in 
THE PHILADELPHIA INQUIRER increased 24% during 
1948 ... largest increase in Philadelphia. % 


THE PHILADELPHIA INQUIRER is the ONLY Philadelphia 
newspaper to show an increase in national grocery 
linage during 1948. : 


NOW IN ITS 16TH CONSECUTIVE YEAR OF ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnquirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg., N. Y. C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; 
GEORGE S$. DIX, Penobscot Bidg., Detroit, Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 
448 S. Hill St., Los Angeles, Michigan 0578 
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Before we wipe the old slate clean 


Let’s sing a song, let’s pen a paean 


To everything in ’48 
Which we would like to celebrate: 


To Radio, first, a cup of cheer 
For winding up its biggest year, 


eave US now joi 


Knowing full well, while we’re about it, 
That none of us could live without it. 


Hail to a year of glad relations 


Between this network and its stations 


From West Palm Beach to Puget Sound, 


And, boy, bring on another round 


For the nine-and-ninety million folks 


Who listen weekly to our jokes, 


Our songs and stories, news and dramas— 
Here’s to them all, their pops and mamas, 


Their sisters, uncles, aunts and others 


Including in the Lever Brothers. 


To Pepsodent’s Irma, Palmolive’s Brooks, 


To Phil and all the other Cooks, 
To Chesterfields 
and that old peachy 
Godfrey guy, 
and Don Ameche 
(The “Lucky” boy) — 
to Vaughn Monroe 
And Hawk from whom 
all Camels flow, 
To Johnny and to Philip Morris— 
You’re all okay in our thesaurus. 
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Hasn’t it been a dandy year 

For all the theaters on our air! 

The “15th straight” for champion Lux, 
Ford looking like a million bucks, 
Electric’s show where Little Helen 

Is standing ’em in the aisles, all yellin’, 


While Armstrong, Hallmark and Prudential 


Just keep on being existential. 
Three cheers, we say, 


For all those 
doughty engineers 


and the day-long 
To make those records 

that can play long; 
All of which just goes to prove 
We’re always in that micro-groove. 


Remember the day when General “Ike” 
Stood up before Columbia’s mike 

To raise a cool three hundred grand 

For Europe’s hungry kids? We stand 
Hats off to “Ike” and his Crusade 

And guys like him who make the grade! 
A pair of Sulka’s best pajamas 

To grace the gams of Lowell Thomas. 


And now let’s pay our proper dues 
To Edward Murrow and his News 


and three more cheers 


Who worked the night-lon 
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Than which there is no super-duper, 

And let’s salute our Average Hooper, 

And all our shows—and there are plenty— 
That broke into the tough “top twenty.” 
Hooray for Sunday’s Peerless Tonic 

Which millions call the Philharmonic. 

(In this connection, shout hooray 

For Standard Oil—that is, [N.J.|.) 


We would be derelict in our mission 
Did we not honor Television. 
, Man’s glassy essence, 


thee we toast, 
Now on your way 
from coast to coast 
Toward new horizons. 
Hail TV! 


There’s more in you 


than we can see. 
Rochester, Jack and Mrs. Benny. 
Of happy returns we wish you many, 
And here’s a cane all made of candy | 
For Lum’n’ Abner ’n’ Amos ’n’ Andy. 
Shoot Roman candles to the sky 
In praise of dear old NRI, , 
And while we’re on the alphabet 
A pox on us lest we forget 
IBEW...RDG... 
abracadAFRA and NAB, 
Four fanfares and a furbelow 
For Messrs. BBD & O. 


Sullivan, Stauffer, Colwell, Bayles, 
We know that you will never fail us, 
And may the light of yon great Star 
Shine gently on you, Y&R. 


In Thompson’s name we shout our skoals 

And we’re all yours in Benton & Bowles. 

On, Procter! On, Gamble! On, Gallup and Roper! 
. Let bygones be bygones 


‘ae Y for each horoscoper. 
Vi ~ KK Let’s pin a sprig 


of holly on 


The famous Crosbys, 
Bing and John, 

And with another 
wreath adorn 

The brows of Gould 
and Miss Van Horne. 


’ ee 


For Variety’s “mugs” and Radio Daily 


A long locomotive and a willow-waley. 


Well...'48 was mighty fine, 

Now looking out toward 49 

We wish from electronic science 

The best to all our friends and clients, 

To everyone in Radio 

A hug beneath the mistletoe, 

We’re only sorry we can’t list ’em... 

This is...The Columbia Broadcasting System. 
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AFA Adds Six Members 


The following have joined the 
Advertising Federation of Amer- 
ica, New York: Canada Dry Gin- 
ger Ale, New York: McCormick- 
Armstrong Co., Wichita, Kan.; 
Lancaster Outdoor Advertising 
Co., Lancaster, Pa.; Daily Jeffer- 
sonian, Cambridge, O.; Whipple & 
Black Advertising Co. and North- 
ern Electrotype Co., Detroit. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 

hotos monthly. Used 

biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EVE* CATCHERS, Inc., 10 East 38 St.,N. Y.C. 16. 
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‘Frog in Throat?’ 
Theme to Feature 
Hance Lozenge Drive 


PHILADELPHIA—Hance_ Brothers 
& White Co., manufacturer of 
pharmaceuticals, is launching a 
1949 consumer advertising and 
promotion campaign by asking, 
“Frog In Your Throat?” 

That theme will push its cough 
and voice lozenges, and will first 
be introduced in the New Jersey 
area. 

The newspaper ads will con- 
sist of a series of cartoon strips 
titled “Froggy says:...... by 
Hance” and will feature the frog 


character which identifies the 
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PREMIUM ona CO | 
< | FREE 16 PAGE BOOKLET ¥ 
ddocialed Activities Juc 


BOX 33, MINNEAPOLIS and HOLLYWOOD 
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NTEST Response: 


| resentative. 


The preliminary regional pro- 
motion will include newspapers, | 
dealer helps and an extensive | 
sampling program. All samplers 
will be dressed in frog-like cos- | 
tumes and will distribute samples | 
in center city areas of key cities. 


product. 


Joins Van Diver & Thompson 


Edward Greenberg, formerly 
with Gelles Advertising Agency, 
has joined Van Diver & Carlyle, 
New York, as account executive 
and manager of the special small 
ads department created to handle 
—— accepted without retainer 
ees. 


Names Campbell-Mithun 


Campbell-Mithun, Inc., Chicago 
and Minneapolis, has been named 
to direct the advertising of Or- 
ange-Crush and Old Colony bev- 
erages made by Orange-Crush Co., 
Chicago. 


To Lorenzen & Thompson 


The Gazette, Alexandria, Va., 
has named Lorenzen & Thompson, 
Inc., as its exclusive national rep- 
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by w. A. DWIGGINS 


Popular from its inception as a 
reader face, it is receiving ever increasing 


application. Slightly heavier than 


the usual text letter 


... for sharp, clear, clean-cut reproduction 
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proofs that grow more popular 


at every application .. . 


22 East Illinois Street 


928 South Figueroa Street 
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Business and industry, counted the heaviest users of reference facil - 
ties of the New York Public Library, are getting special attention th ; 
month and next in the library’s Anniversary appeal for funds, the 
first made since the institution was founded 100 years ago. Roy |}. 
Larson, pres. of Time, Inc., is chairman of the communications divisio: , 
and his committee chairmen are George P. Brett, pres., The Macmilla , 
Co., book publishers; Louis N. Brockway, executive v.p. Young 
Rubicam, advertising, and Maj. Julius Ochs Adler, New York Time., 
newspapers. . . 

The Boston Chamber of Commerce committee on commercial an 
industrial affairs has a new member with the appointment of A. N. 
Armstrong, nat’! sales manager of WCOP and WCOP-FM. . . Hug); 
B. Terry, manager of KLZ, Denver, has been appointed one of seve 
members of Denver’s permanent board of health and charities. . . And 
for the sixth successive year Kenneth Strachan, v.p. and treasurer of 
Baldwin, Powers & Strachan, Buffalo agency, will serve as chairman 


cea 


CONLON RETIRES—Herbert S. Conlon (left), who retired last summer as advertising 

manager of the Grand Rapids Press after 36 years with the newspaper, is honor 

guest at a party given by his former colleagues prior to his departure for Florida. 

With him, here, are Earl R. Chapman, manager (center), ond Howard G. Macmillan, 
Mr. Conlon’s successor as advertising manager. 


of public information for the Red Cross fund campaign. . . A new 
member of the board of trustees cf the Cincinnati and Hamilton County 
Library is Andrew F. Wiley, business manager of the Cincinnati En- 
quirer. .. 

When Chester Bowles was inaugurated as Connecticut’s governor 
Jan. 5, his former partner in Benton & Bowles, William Benton (now 
chairman of Encyclopedia Britannica), was on hand to wish him well. . . 
Bob Orr, head of Robert W. Orr & Associates, New York agency, was 
about ready to don his old college raccoon a couple of weeks ago, when 
the heating system in his office went on the blink. . . At the same time, 
Chet Slaybaugh, radio director of Morse International, was sunning 
himself in Florida. . 

Stanley Abrams, advertising and sales promotion director of Emerson 
Radio & Television Corp., New York, is at work on a book, tentatively 
titled “Television in Every American Home by 1960”. . . } 

C. M. Robertson, pres. of Ralph H. Jones Co., and his staff greeted 
more than 150 guests at the Cincinnati agency’s annual open house 


HOBBY—Les Beaton, art director of Newell-Emmett Co., New York, and Mrs. Beato, 

whose interest in puppets began 15 years ago, work on some new characters for 

their group, the Peningo Puppeteers. The Beatons’ new book ‘Marionettes: A Hob! y 
for Everyone,” has just been published by Thomas Y. Crowell, New York. 


Dec. 29. . . Thomas F. O’Neil, v.p. and a director of the Yankee Ne - 
work, Boston, has been elected to the board of directors of Gener 
Tire & Rubber Co., of which his father, William F. O'Neil, is pres - 
dent. .. Robert A. Low, ad manager of the Saturday Review of Liter: - 
ture, has been elected by the board of trustees of the Hudson Gui 
to serve on the advisory board of the School for Printers’ Apprentic: ; 
of New York... 

David M. Botsford, pres. of Botsford, Constantine & Gardner, S: 
Francisco, has been elected pres. of the San Francisco Boys’ Club, o1 ° 
of the oldest and largest in the country, with more than 2,500 member 
Among famous athletes who once were members are the DiMaggic . 
Dom and Joe... 

George Choate Huffard, with International Reader’s Digest, was ma - 
ried on Dec. 18 to Penelope Charske of Noroton, Conn. . . Charles Bran.'. 
art director of Einson-Freeman, Long Island City, passed out ciga 
celebrating the birth of James Brian on Dec. 11. . . 


2 oo 


wu 


x i o oetee ca ¥ (pe ee os ph ee Poe h + ar 2 iy oe ee rors Jee Pee ee, eee 
— (2 x salt ss nied ao re ee; 8 i ee ie * iF Sve Ee . ca > am, sin, a ape men y Feitigles Aas Seria 
a6 ane. = es i Fe wie 8 4 eee re ; os, § yee. : 3 cs i , ‘ F . es ree he ae rskys ¢ Ay . ee Updeee coer ariel 
ES Se oes aes «a eta 5, a baa ake , or eee ean, ae c ; 2k o ‘ ot ae eee ame ere en nee Re ee RM, ete Sh 

eee’ * a Fst % 4 ae 2 ig es z . a e ieee dialled Wid A ee tas ee oor ee? | a y . He - r ne " a ce - ei ay F ‘ Vee x a a Wes tea 
os hy fc . Z j : = ¥ ° ; Fa ee 
: - on * . . > 
ey - 
“ a 616 Advertising Age, January 17, 1 149 
4 
= : a 7 res Bs ’ 
‘ % : ) ee tee psd eo ee 4% a gee ia 
: , 7 a ae b ti a od i , 
er : = 7 se, f/ “ > 44 ; « * oe 
ere 7 GI) a Di /BY Gf | ' 
> eat ee OS ‘ee | 
he od : ie 
Ps i ” Pe 
a ; 
~~ | 5 
: - 2 
wi rs 
: e.. 7 
a - ’ ‘ ae 
“S « Qi Woes ee 
6 ) a a 
S ” ¢ Pi hie Bi | 
. 7 - ee " 
ie NE EEE | a 
| . . em 
s e) * “li a i 2 . * “ ~ - : . . 
| os 
K B ve 
i * : 
. | , % a 
| Y . 
& . —s 7 
& fe sa : > 
: i f : : 
; = + — oe 
: f ( ‘. oF Big 
» ad 
i) g A> ~ eo pee 
ie ‘ nn SSE tal alana a a 
. ; . ie: cee 4 Me 
a : ¥ - eS ae Fa 7 ae : a ae 
‘ y ’ i a eo eee <3 “Sn. dee 
‘ ‘ ¥ - fe ee Pt ~~. ~ 
re ce 5 R= : | rr Yo oe 
5 “ Spleen es . ens _— 
. + : a Wey ae ati : we ; 
. i oe i e Dit ok ae i Sy 2 
, - a Bete ee eee ee * ' : 
ma - PT ee aa a : 
*- > = Ce i ie : : ot 
; * - 2 ° see!” ’ . ; ve 
; i - \/ p eS sa fe ‘. 
; om og ® . ae ? ane Ww Be . 
" ‘ << as . ; ea 
5 . a as . " pa 
fe * ai. Ble etic leat - oe. 
: einen 7 
fd ma 
coe _ 
: 2 
© ® 7 
@ . 
‘ 
: J ; 
‘9 ay 
: 0 
- 4 - oa 7 
: : rey 
° Pate 
: ead 
} = 
: oi 
oe 
a 
\ . “ae 
. Ree 
f : : ee ; 
- : ‘ 
. : 
3 * . 7 --, 
a ; P Shh am 2 a 
’ 7 J Fe % > | ee 
i j : , ; ' a / " 
! ik S ao -/ a 
; ; eS ‘ os 
| ; ws . 
: i i a 
"4 f ce, Pee aa 
: fae ee re eRe: om 
: ; ¢ { fe PM ie Fee = nd 
f 7 wiht Van eae ) Soares 
“ ake einen tes RCE ere oy 
i ( eae er fc me ace. 
- s Wit, eee P em ine eS ee bao soe 
- ' | wen. Te. ages 
tebe + Sky hei) : 4 - eM > ees, 
= Ss ae te atta J : aa Beh 
- . =e . as - Pe te + 5 es 
ae Peet: iene a pee 
og - a ae eal ie ck <a es 
a * “ ran icin AEA Ra te 
: ie eh cota 4 alate pet: 
: ote ee ella us 5 laos a nila Je dai 
- Lf A - Vance ne Ray sea ams oy “m 5 ae +. alee il een 
E 7 / iy ng Be eee ae / 
. 1g pei Wet Lae 2 oe 
Riga “s j ae eC, aml ame ent ‘ Cog ee Masia 
‘ i = ao oe ae p es 
Pe" NE 6.08 oy ere ee 
3 ie aed es, Z + 
i  \ EEE a Ee 
ae “a a. one “ ar eae itm ; i 
A " , Go. 7 4 i aes a baie 
? : + : oe % z — a oe é : 
ek. % “AG al A, x2 ; P os : oe 
Te ae 4 ess y 2 as : Pi. 3 
‘¢ oa -_— a - r Sb 
‘ lL. ve? gz is 
‘9 < ee ee ee A i gt et 
ice RAO NO a _ an Bare 
ae 
a 
ee 
aes 
a ae 
phi 
ene 
Sa 
ae 
oe fi 
: Te 
Shea 
‘ 
a 
) 3 
! 
= 
: . Se 
phile ae 
eee 
ai i: : : ‘ ; sels : 
ger ge he re cee . as et et ald ‘ coae & en we pee. Be’ eile reaee cam sigs y q seen f.) bee a oe ee - a i . 7 Piatt ee * ‘ : 2 z 2 Sor eee * 
Ra Shay see Ort Se Ss eee Pe ear att hte Sma oan steel beg EY Ow Re me a e Ts lap Pain TEE 5% fod >. abe 2 oe : “i Biccly CaN auger eG ck 4 ra eee ae ea pina ie a Pe aif eae cy oihit Pipeeteiae erie’ * 1 “gaa cole seats meee VAR Ss 
oti . PD aa ORE NRE ee ak Mae Foe oe eo a ee a ere ca en ae te Se eee be Mg i ay ol la a ee ER CC yy te 


VOLITION 


When people subscribe to a magazine voluntarily— 
i.e., “by mail direct to publisher” —it means just two 
things—they choose to read it because they want to 
read it. And COMPLETE ACCEPTANCE, above all else, 


is the essence of a good advertising medium. 


U.S. NEWS & WORLD REPORT receives a larger number 
of subscriptions “by mail direct to publisher”* than 
do Business Week, Fortune, and Nation’s Business 


combined. 


*T his information is derived from the ABC 
statements for the first six months of 1948. 
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WPIR Appoints Wittenbraker 

Paul S. Wittenbraker, formerly 
account executive of Station 
WEDOA, Evansville, Ind., has been 
named an account executive of 


bs | Station WPIR, Albany, N. Y. 
enough additional sheet and strip 
News’ Appoints Schindler to increase output of passenger 


')} F.C. Mike Schindler, in the i Raper 
editorial department of. the Daily By STANLEY E. COHEN, Washington Edito one + andi ss > gape 


ing a good case to support predic- 
tions that steel supply and demand 
will be in balance before 1949 is 
over. 

An auto industry spokesman re- 
ports his industry anticipates 


z News, Miami, Fla., has been ap-| Government Drops Oil Drive; | nounced that conservation efforts | 44 strip demands for refrigerators 

: a manager of th Burner Makers Get Go-Ahead | will not be resumed. and other home appliances will 
WASHINGToN—Add “Back to Nor- The government is still uneasy | pe tapering off. 

malcy” notes: The oil shortage— about the long-range outlook for Incidentally, this auto man says 

seemingly a permanent fact of life petroleum products, however. In| at least 12 makes are now avail- 

' reieieatins —has finally disappeared and, for his 1950 budget, President Truman | able “off the floor.” Increased pro- 


the first time since prewar days,|2°teS that oil and gas provide 4/ duction will call for harder sell- 
Business makers of residential oil burners|™#J0F Portion of the nation’s in-|ing in 1949, he says, but prices 
es! ate are free to promote their products creasing energy requirements. are not likely to come down. 
without incurring the wrath of : =. : ; gee 

Uncle Sam. a He hopes his administration will Treasury tax experts take issue 
During the conservation pro-| find a way to encourage commer- |, ,;, Skyline Luggage Co., and 
gram, makers of oil burners have | ‘14! production of synthetic fuels} ppors who say federal luxury 
missed out on the housing boom,|from our abundant reserves of|tayos are pushing luggage, furs 
and have seen installations drop as | coal, lignite and shale. and toiletries into a “depression.” 
much as 80%, But oil supply and| The President’s plan to “encour-| Basing their forecasts on historic 
demand came quietly into bal-|age” ‘construction of additional| relationships of these businesses 
} ance late in 1948, and Interior] steel capacity may be mistimed.| with national income, their budget 
Secretary Julius Krug has now an-|Steel. companies are now mak-| forecasts anticipate $478,000,000 


E WILL CIRCULATE 
YOUR ADVERTISEMENT TO — 


(AVERAGE NET PAID 6 MONTHS ENDING 9-30-48) 


AVERAGE NET PAID CIRCULA- 

TION FOR THE THIRD QUARTER 

OF 1948— JULY, AUGUST AND 
SEPTEMBER: 


429,636 WEEKDAYS + 462,886 SUNDAYS 


beret Deena eRe a 


| } The Detroit Free Press | 


Advertising Age, January 17. 194 idvortisi 
during 1950 from existing | -vip, 
on jewelry, furs, luggage anc to). 
let preparations, compared pit; 
$467,000,000 this year and $169 
922,738 during fiscal 1948. Tre: sur, 
is expecting a slight declin> ;, 
revenue from the tax on tran. ; 
tation of persons and admis j 
to cabarets. 


Built-i 
Radio 
Oifere 


CHICAG 
isi: g sch 
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ses acti al ins 

Big spending in the 1950 fe: eramminc is i 
budget is largely confined tc jn.gjelev'sion 
ternational programs, and the “‘fq);qmes © buil 
deal” in education, social secu rity The c 
housing and conservation. Old linefmyea’ by € 
agencies—Food and Drug Adn jinj.felson, is ' 
stration, anti-trust unit of JusticefMpriced “E 
Department, Federal Trade Com.fmodern | 
mission, Treasury’s bond sellinggmects, off 
organization—are all budgeted ,fMradio and 
“economy levels” established byfme plus fe: 
the Republican Congress of 194 In addit 
The “Fair Deals” in education president 
budgeted for $290,000,000, and infMvision is 
social security, housing and healthMpuilders ° 
—another $500,000,000—are in “in-Hment hou 
itial” stages for 1950 and the Pres.4—master 
ident warns flatly that the 195|Mceompany 
budget will inevitably be largerftems for 
ent buil 


se 8 , 

ing the 

National Association of Real Es-Boy teleca 
tate Board cites newspapers’ wantfmpossibl 
ad pages as proof that the housingMations f 
shortage has largely disappeared Mooms als 
Tabulating ads in leading pa- . 
pers in 33 key cities during The sj 
December, Robert P. Gerholz, Vision 
chairman of the realtors’ Washing-Meound co} 
ton committee, found 38,324 wantfitices use 
ads offering apartments for rentfec Lansi 


and only 12,154 seeking rentalfHermon 

space. During the same period,Mchicago, | 
5,056 houses were advertised forfiment is a 
rent and only 4,291 ads appearedMexpensive 
in which persons were seekingBysual rad 
houses for rent. Mr. Gerholz says emphasize 
increased offerings contrast withBeombinati 
short lists of units offered forffcord chan 
rent a year ago. speakers, 
000, while 


ses 
from $500 
Republican unwillingness to ap-§ the co 


prove Truman appointments last are shipp 
year gives the administration un- ry, along 
expected political power in deal-Bructions 
ing with hesitant congressmen. Bation se: 
Literally hundreds are involved,B.chitects 
and it is a good bet that these jobsBichicago ; 
will not be finally distributed un-Bator to 

til a big share of the “Fair Deal” maintains 
is on the statute books. Michigan 
Two Federal Trade Commission 


posts are “open,” one tentativel) faders 
occupied by Commissioner Gal-B.g om: 
land Ferguson, the other vacant uch as Ie 
A Republican job, it may go to Quarterly 
George Meredith, former presi- Be hedule i 
dent of American Public Rela- ty newsp 


tions Association, who has _ won 
bi-partisan respect as executive 
director of the Senate small busi-—j———— 
ness committee. 


Pacific Hooperatings Show | 
Jack Benny in First Place | 19. 


The December Pacific Program 
Hooperatings showed Jack Benn) AN 
in first place among the firs‘ 15 
programs. Charlie McCarthy 

ranked second and Fibber McGee @ 

and Molly placed third. TOLE 
The average evening sets-in-use 

of the 33.3 reported was up 12 

from the last report and down 1.5 | 
from a year ago. The average even FUR 
ing rating was 9.4, up 0.5 from the readersl 
last report and down 0.4 froin?) dg app 


year ago. BLADI 


Plans Lighting Exposition J 


The Third International Li; ht- . 
ing Exposition, sponsored by the 

Industrial and Commercial Li; ht- F 
ing Equipment Section of Nati na I 
Electrical Manufacturers Asso '1a- 

tion, will be held at the Stevens A 
Hotel, Chicago, March 29-Apr' ! 
Winners of the lighting mr" 


award contest will be announce. 4! Send 
that time. riarkec 
~~ Bi with da 

| ports a 

Hawe Feuill &- Compan: | . oan 
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POINT OF SALE Publicat 

. | 20) 
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nc - Built-in Video, 


he «s @ROdio-Record Unit 
;, “"EOifered for Homes 
i”. Dor-M_ C 1caGo—With a modest adver- 
‘tS lon. <i, g schedule thus far, bulwarked 
by promotional material showing 
acti al installations, Voice & Vision, 
fecieraimminc.. is concentrating on making 
tc in.gtelevision available for the home 
6 “{ai-qmas © built-in feature. 
curity The company, established last 
ld linefmyear by engineer Robert E. Samu- 
dr inj.felson, is working on a moderately- 
Justiceqmpriced “package” for builders of 
Com.fgmodern home development pro- 
sellinggmects, Offering built-in television, 
‘ted afmradio and phonograph facilities as 
ed bye plus feature in today’s home. 
f 1943M— In addition, said I. W. Rose, vice- 
CationfMpresident of the firm, Voice & 
and inf#Vision is offering architects and 
healthfMpuilders the answer to the apart- 
in “in-—ment house TV antenna dilemma 
» Pres.-—master antenna systems. The 
= 195\—company is working out such sys- 
largerf#tems for new cooperative apart- 


ent buildings in this area, enab- 
ing the apartment dweller to en- 
oy telecasts heretofore considered 
impossible. Special custom instal- 


ral Es- 
, want 


Ousing@Mations for agency conference 
eared. rooms alsg are on the docket. 

J pa. 

during The systems offered by Voice 


orholz, 
shing- 
want 
P Tent 
rental 
eriod, 
dd for 
eared 
2eking 
z Says 
with 
d for 


Vision in building “sight and 
sound corners” in homes and of- 
fices use components built by Al- 
ec Lansing, Hallicrafters, Jensen, 
Hermon Hosmer Scott, Webster- 
hicago, Garrard, etc. The equip- 
ent is all electronic, eliminating 
expensive cabinet-work of the 
sual radio console, Voice & Vision 
emphasizes. Its radio-phonograph 
ombinations, with receivers, re- 
ord changers, amplifiers and loud 
speakers, range from $125 to $1,- 
000, while television boosts the cost 
from $500 to $1,700. 
‘0 ap-§ The company’s packaged units 
S lastBiare shipped throughout the coun- 
n Ul-Ery, along with easy-to-install in- 


deal-B-tructions. Consulting and instal- 

smen. ation service, now available to 

olved, Barchitects and designers in the 

— hicago area, is to be extended 
n- 


later to other major cities. It 
maintains a showroom at 314 N. 
lichigan Ave. here. 

Through Robert Emmet Keough 
ssociates, Voice & Vision has 
sed small ads in _ publications 
uch as Interiors and Everyday Art 


Deal” 


ission 

tively 
Gar- 

acant 


B° ‘°MQuarterly, and employs a regular 
res!" Bchedule in North Shore commun- 
ant ty newspapers urging home own- 
utive 
busi- §— 
2 
/ | INITIAL 
|. 1949. DATES 
«| ANNOUNCED 
FOR 
us TOLEDO SURVEYS 
ay e 
‘en-ff|  FURNISHING—Complete 
1 the | readership data for all national 
"0 “8 ads appearing in the TOLEDO 
SLADE on these dates: — 

January 18 

cu February 1 


ht February 15 
March 1 
cba March 15 


* 
Send copy to the BLADE 
tiarked for “survey issue” 


\ith date or dates desired. Re- 
ports available IN 8 to 10 
_Cays after insertion dates. ||| 
| Costs extremely reasonable. ||| 
| \Vrite for details. 
* 


Pe blication Research Service 


201 No. Wells Street 
haw ‘CAGO 6, TLL. RA 6-8786 


ers to “discover a new world of 
musical reproduction with custom- 
built-in television, radio and re- 
cord players of glorious fidelity.” 
Similar appeals are aimed at mu- 
sic lovers through copy in the Chi- 
cago Symphony Orchestra pro- 
grams. 


NBC Advances Watson 


Carl M. Watson, coordinator of 
publicity and promotion for NBC 
affiliated stations, has been pro- 
moted to assistant manager of con- 
tinuity acceptance. He will make 
his headquarters in New York. 


Hudnut Buys Chen Yu 


Hudnut Sales Co., New York, 
has bought Chen Yu, Inc., Chicago 
cosmetic firm. No agency has been 


| appointed. Kenyon & Eckhardt is 


Hudnut’s agency, but there are 
no definite indications that K&E 
will handle Chen Yu. Chen Yu 
headquarters will be at 113 W. 
18th St., New York. 


Alexander Joins WSAV 


Owens F.° Alexander, formerly 
general manager of Station WOOF, 
Dothan, Ala., has been named pro- 
gram director of Station WSAV, 
Savannah, Ga. 


Appoints Allan Davey 


Allan C. Davey, formerly sales 
manager of the Clark division of 
McGraw Electric Co., Chicago, has 
been appointed national sales 
manager of North American Dis- 
tributors, Inc., Milwaukee. He 
will be in charge of sales of RAD 
granulated soap and Snap syn- 
thetic detergent to appliance deal- 
ers and department stores. 


Ekco Moves Division 


Ekco Products Co., Chicago, has 
moved its Sta-Brite cutlery di- 
vision from New Haven, Conn., to 
Byesville, O. 
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Names Gray & Rogers 

Erwin-Chevrolet, Inc., Phila- 
delphia, has named Gray & Rog- 
ers, Philadelphia, to handle its ad- 
vertising. The company will spon- 
sor a 15-minute television show 
over Station WPTZ. 


1S THE HOME OF 
WARNER BROS. PICTURES 
and the 


BURBANK DAILY REVIEW 


Burbank's Only Daily Newspaper 


bring your layouts to life... 


print on 


INVITING is the word—for any job done on 


* 


X\ 


Zoondero ga Jext 


and 


watermarked Ticonderoga Text! Distinctive yet-not expensive, this 


~ 


International paper can be used for every printing process. Laid or 


wove finish, deckle or plain edge, seven colors-plus creain and brilliant white. 


For double success, team it up with Ticonderoga Coverweight! 


International Paper Company, 220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL 


ae 


g % 


for 


Printing and 


COVERWEIGHT 


PAPERS 


Converting 


BURBANK, CALIF.— 
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... Sporting goods dealers 
use Field & Stream as 
buying guide... 


Get the Facts & Figures about your products 
and the sportsman’s market from Field & Stream 


Not just general information, but 
reliable and authentic facts and 
figures about your product — the 
market-use habits, ownership, buying 


intentions, sporting goods dealer at- 


titude, and a wealth of other facts 


‘you can use to make your advertising 


dollars produce better results. 


A complete set of facts and figures 
about your own business is available 
at no cost from any Field & Stream 


advertising office. 


F ey ‘ : : Ce Fs alae SO ee ae ty Bee oni (ge eee Scale ace : ~ “ia tees see Wee Lhe ee awe 
he a ; 
—_ * 
. Fae - - TT = — - - —- --~— , ? ae REPS BEM — 
i. a 
y 
A “7 . 
7 ; 
i ' 
La } [ : 
; i . ; 
7 : —_—_— 
J if ‘ 
; : . 
' chs 
' eo ari m 
’ *, r : » Z 
. ' a 
. ; . : ‘ . Be : “ses 
E : 
4 : , ‘ * 
! 7 2 
" i is ‘ , 
f 5 : 
e ; . . ae } i i ° 
‘ 4 E iY a re -* =§ 
| : c ; ¢ . bis A : " ‘ 
be er ey ' E 
, : ent « ‘ 2 a aa 
" ” 
H A 
* - 
Pad ‘ 
: ‘ 
: 7 
o 
> jae ‘ 
“ tae re Se : 
aes ys. , a: ‘ ‘ 
| 7 | | | , | 
eS ie a ». iy > " - 4 “ ¥ 
. ee é ' PK . 
‘ : : * 7 : A. is Foe 7 ’ : 
> A oa ° 4 Ric 7 —o 
Git: ee ae : 
: ; ee om ‘i a Re he 3 ay 
rneeat , Jan ae * 4 . Paar 
(in ne aloes : ie te Ret ; + 
: ; ees a f f 4 . a as : 
. e — nee Nay a f . : < 2 : F 
: t : 
: 
. e 
. 
' 
a 
ir 
. ° 
4 
: 
“ 
4 ae 
Bi 
ry ih 
acts ¢ ey 
: | a 
\ fj 
neem teateat ces ttt . - “ Pe er Se j les 
bal my CE 
2 ON 
ee See AY 
ee ee 
ii a ae 
SSE gm aa 
| ee ee 
‘ 
4 
: 
Ales é ‘ ‘ . 
eS oi) ‘“ ; Ps ee ey ; =n _ a. ‘ Be iv as : Pig he : ' Pa a ; : 2 z ers ; Fee “ , TAR bee z : : 2 ia ql a ey 
ie orang) Se Fae ete pe aie * ae 2 Ae Mere Ba, Sie 2 ae eC ee ee Le tim, Sat Che oon oe z gets ce ee Eas ee He eeiteie » bey ee A “pete jor Alea aE sp nee ES oe eae oe ee Te ae eR Ae eR ESE Ne ston wea ee Gate Le A ig eaters ty Re ae BE! ose hae ie: oe Pe eT & ee € ee. 
Fr POT SOE Sad Bie a) aa Sok cake py Sa maar 5 . SARS AI Pe ee OLE, TET Pee IEE Te a TR tee EMR ER Me GRE Ce Re A PO TONE EM Te AEC emg eRe Cr Lh femal ke ike Ca MRE SAPO Ooms Et Wie Ben DF AEE ENCE Ee RETR AS, SERRA SR: | IR A MERE Bes ah, OEE, EAR Ee 2 


A typical Fact Sheet from the Field & Stream research files 


Field & Stream... 
DEALERS’ BUYING GUIDE! 
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Which Sportsman's Consumer Magazine do you first turn to for 
suggestions regarding new goods to stock in your store? 


7% 


Biche: 4 henville ipertmy ood: deete mervey 
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Field & Stream... America’s Number One Sportsman’s Magazine 
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FIELD & STREAM ADVERTISING OFFICES 


New York , Chicago 

Fred Klaner, Advertising Director, J. Williams Macy, Western Mar., 
Field & Stream Publishing Co., Wrigley Building, 

515 Madison Avenue, New York 22, N. Y. Chicago 11, Ilinois 

Telephone: PLaza 3-8544 Telephone: Delaware 8994 


Pacific Coast 
William F. Coleman, 
1038 Henry Building, 
Seattle 1, Washington 
Telephone: Elliot 4315 


It’s a fact that 
Field & Stream is FIRST 
in advertising ! 


More advertisers used more space in 1948 
and for the past 38 years in Field & Stream 
than in any other sportsman’s magazine— 
because they buy advertising on facts and 


figures. 


FIELD & STREAM 


36.0 


PAGES 


of advertising* 


Field & Stream carried 


132 mor 


pages than 
Magazine Z* 


Field & Stream carried 


$ mor 


pages than 
Magazine Y* 


*Pages of advertising carried by three leading sports- 
man's magazines during the year 1948, as compiled 
by Printers’ Ink. 


Detroit 

Charles J. Sheppard, Sheppard & Sheppard, 
1963 Penobscot Building, 

Detroit, Michigan 

Telephone: Woodward 2-3080 
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Taylor to Stewart-Warner 


Edward L. Taylor, formerly 
vice-president of sales for Cam- 
field Mfg. Co. Grand Haven, 
Mich., has been appointed gen- 
eral sales manager of radio and 
television products of Stewart 
Warner Corp., Chicago. 


Goerl Gets Jewelry Account 


Nanasi Co., West New York, 
N. J., manufacturer of bracelets, 
watch attachments and other jew- 
elry, has named Stephen Goerl 
Associates, New York, to direct 
its publication and radio adver- 
tising. 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We suppl complete copy for U. S. and 
Forei Countr — Astronomical and 

eolenl Dota, Weather Forecasts, 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


Kaiser, Frazer 
Up in Arms over 
Regulation W 


May Lay Off 4,000; 
18-Months-to-Pay Rule 
Hurts Big Three Less 


Detroitr—Something is happen- 
ing in the automobile industry and 
indications point to a complete 
overhauling of postwar merchan- 
dising procedures. 

As the first concrete signs of a 
competitive market appear on the 
horizon the manufacturers, or, at 
least, some of them point an ac- 
cusing finger at the Regulation W 


imposed on instalment buying last 


fall by the Federal Reserve Board. 


Whether this limit to 18 months 
on instalment buying has really 
sent the automobile companies 
scurrying to round up the custo- 
mers is still a matter of debate. 

Kaiser-Frazer Corp. brought out 
the crying towel at a press confer- 
ence and said that, unless Regu- 
lation W is either drastically modi- 
fied or killed completely, K-F 
will have to cut production and 
lay off thousands of workers. 


es Henry J. Kaiser, chairman of 
the board, said that 3,500 to 4,000 
of the company’s 15,000 employes 
would be furloughed because the 
federal curbs have driven all but 
14% of the prospective automobile 
purchasers out of the medium and 
higher priced markets. 

Mr. 


Kaiser said that he is October was the lowest for auto 
alarmed over the effects of Regu-| 


lation W and that it is unfair 
because it permits the government | 
to dictate who can purchase cars. | 
Particularly onerous, he says, is the 
18-month rule. 

“We find that most heads of 
families can make the one-third 
down payment with little diffi- 
culty,” the industrialist said. “But 
when they are required to pay 
$100 a month they can’t stand it, 
and we are losing sales as a re- 
sult.” 

He added that only 14% of the 
nation’s family heads are earning 
$5,000 or more a year and only 
those in the $5,000 class can af- 
ford to make $100 payments. 


gs Mr. Kaiser said that in October, 
the first month of the new regula- 
tion, that automobile financing 
dropped 21%. He said also that 


financing for any peacetime year 


PROFITS RISE, 
LOSSES 


with the regular use of 


this unbeatable combination 


N. O. HOMES 


181,100 
COMBINED CITY DAILY 
181,282 


SUNDAY CITY 
152,330 


TOTAL CIRCULATION 
~ SUNDAY 272,693 
6 Months Ending Sept. 30, 1948 


e New OleataT 


M & E 260,743 


MILLINE RATE 
AS LOW AS 
1.83 M&E 


1.82 SUN. 


Greer Garson as 
Julia Packet in 
“JULIA MISBEHAVES” 
an MGM Picture 


MES: Picayu NE and STATES 


*% MORNING : 


¥& SUNDAY 


\ EVENING 


OWNING AND OPERATING RADIO STATIONS WTPS AND WIPS FM 


‘ REPRESENTATIVES: JANN & KELLEY, INC. 
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except the depression year 93) 
His information was from a re. 
| port of 133 automobile finar sing 
companies. 

Joseph W. Frazer, presider: 9 
the corporation, called Regulé ‘ion 
W the most vicious indignity «ve; 
perpetrated on the Amer cay 
people in peacetime, and saii 
was a long step toward a con. 
trolled economy that can eaq 
nowhere except to a socialist s‘ ate 
“I’m damn mad over this unfair 
regulation,” said Mr. Frazer. 


ws And along the same lines, , 
buyers’ market in automob les, 
possibly within six months, js 
being forecast by the Pacific Fi. 
nance Corp. of California in its 
monthly publication, “Automotive 
Digest.” 

The publication declares new 
car demand is showing signs of 
declining as higher prices and 
credit controls affect consumer 
purchasing power. 

“For the first time since the 
war ended, a seasonal slump has 
been noted in car buying,” the 
publication notes. “Continued high 
prices and slackening of demand 
have caused renewed talk in the 
industry of possible volume pro- 
duction of passenger cars to sel] 
for $1,200 or less.” 

The National Automotive Deal- 
ers Association has urged the Fed- 
eral Reserve Board to amend 
Regulation W to permit 24-month 
financing on new automobiles with 
a delivered retail price of $2,500 
or more. 


s But while Kaiser-Frazer and the 
dealer association are complaining 
of Regulation W, some of the other 
automobile manufacturers say they 
find nothing in the curb on credit 
that can’t be overcome. Ford Mo- 
tor Co., General Motors Corp., and 
Chrysler Corp. say the regulation 
has not cut into their sales. 

“We produced all we could in 
1948 and could have sold more,” 
said a Ford spokesman. 

A General Motors spokesman 
declared that his corporation’s five 
passenger car divisions—Cadillac, 
Buick, Oldsmobile, Pontiac and 
Chevrolet—plan to increase pro- 
duction by a minimum of 10% 
in 1949. 

A Chrysler official asserted that 
his corporation is still increasing 
production and hiring more work- 
ers. “We can find nothing in 
Regulation W that might be called 
offensive or restrictive,” said the 
spokesman. 


s But it is noted that each of the 
Big Three have autos in the lighter 
and cheaper priced fields whereas 
Kaiser-Frazer’s production is 
limited to the medium or higher 
prices, although Mr. Kaiser is 
planning to introduce a mode! iP 
the cheaper field. It should be 
ready for the market this yea! 

Hudson Motor Car Co. is plan- 
ning to step up production and its 
president, E. A. Barit, has found 
his dealer organization in the most 
healthy condition in the compay’s 
history. 

Packard is in the competitive 
market, or entering it, but doesn't 
blame governmental restrictions. 

Of the entire upper price ficld, 
Cadillac and Oldsmobile appea: t0 
be in the best position, with t) ei 
entire 1949 production orderec in 
advance. 


BMB Has 802 Members; 


Three Directors Added 


Broadcast Measurement Bur: 2U, 
New York, has added 28 new s ‘b- 


scribers to its list, making hé 
total 802. Of these, 648 are \M 
stations, 133 are FM_ sstations. 


'4 television, 4 national netwc “ks 


and 4 regional networks. 
Meanwhile, BMB announced he 
addition of three new directors G 
Richard Shafto, WISC, Colum |4, 
S. C.; Herbert D. Bissell, adver is- 
ing manager, Electric Auto-! :tée 
Co., and Alden James, advertis 98 
director, P. Lorillard Co. 
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2 By orton’s Salt Ads 
"ing Hi Start This Week 


c acaco—Morton Salt Co. will 
lotion Maur ch an extensive 1949 ad cam- 
- over Mbaicon this week with a quarter- 
r can fea: schedule employing dailies, 
aid jt Mhational magazines and 24-sheet 
con. posters from coast to coast. Three 
ead fther seasonal campaigns will fol- 
state Mow the winter promotion, each 
infair Mui!’ around a popular flavor ap- 
eal theme. 

Morton’s salt will be linked with 
€s, q mpot! fresh grapefruit and grape- 
b les Mruit juice in a series of 70-line 
s, igfds each week, over a ten-week 
c Fj. (period, starting Jan. 20 in 650 daily 
n its Mpewspapers. Magazine copy will 
.Mnclude a four-color page in the 


‘: eb. 21 Life; a black-and-white 
new I nd in the March Good Housekeep- 
ns of Me" and black-and-white ads in 
ou January, February and March is- 
umer MpUes “ Family Circle and Western 
Famiy. 
» the During February and March, 
> has early 3,000 outdoor posters will 
, the proclaim the message, “More peo- 
high ple use Morton's,” and will feature 
mand ge color display of grapefruit and 
n the vrapefruit juice with a sprinkling 
pro- pf salt. 
> sell 


The company has just started a 
Deal. test campaign in midwestern mar- 
Fed. mpxets using newspaper space to 
promote the sale of rock salt for 
ronth pce control. The 126-line ads ex- 
with gplain that 10-pound bags of Mor- 
2.599 gron’s rock salt are available at 
: rocery stores, and that they’re a 
andy size for the automobile as 
vell as useful in clearing icy walks 
and driveways. Morton represen- 
atives are to release the copy 


mend 


d the 
ining 


os ued vhenever weather reports indicate 

maak snow and icy conditions ahead. 

| ato Needham, Louis & Brorby is the 
aol forton agency. 

ation 


Paul Amidon Leaves GM 


Paul S. Amidon, director of edu- 
ational services section of Gen- 


ld in 


ore, Ikral Mills, Inc., has resigned to 
ecome an independent educa- 

sman Bional consultant to business with 
s five Bpffices in Chicago. He will handle 
illac, Jas his first clients the programs of 
and §General Mills and Millers National 


Federation. GM announced that its 
utrition education program will 
# in the hands of several section 
ads with coordination under 


pro- 
10% 


that BGeorge Ludke of the department of 
asing Mpublic service. 
rork- 


f in BNielsen Names Two V.P.s 


qc George E. Blechta, account ex- 
®Becutive of Nielsen Radio Index, 

end William S. Ahrbeck, of the 

‘RI eastern sales division, have 
f the #Peen named vice-presidents of A. 
shter #- Nielsen Co. Mr. Blechta joined 
oyeas eee Company in 1936 and has been 
ie vith NRI in New York since 1942. 
teas Ir. Ahrbeck has been with Niel- 
BN°" Fen for the past 12 years and with 
T IS BNR! since 1943. 


e| ip 
1 be BAppoints Joel Conron 
: in- J el Conron, formerly adver- 


; ising and sales promotion mana- 
iS eer of Waltham Watch Co., New 
ound FYork, has joined Kings Super 
most #Markets, East Orange, N. J., in a 
any’s Smilar capacity. 


itive 
n't 1 
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 ‘BMUST EAT AND DRINK 


Anc they have 10 billion dollars to 

Perd! If you have food, drinks, cos- 

fet cs, liquor or any other products 

os ll, the best way to reach the Ne- 

rau, © 's through the Negro papers and 
a ibe nag azines he reads with interest and 
: he fon: dence. Advertising in these pa- 
Pers pays big dividends, for the Amer- 

ar Negro is the most loyal customer 
ions, #" tre world. For full information of 
co ks fRtis great market, write today to 
Inte state United Newspapers, Inc., 545 

1 he Fift), Ave., N. Y., serving America’s 
- G lead ng advertisers for over a decade. 
nbia, NO rE: We now have facts compiled by the 
rise " Research Co. of America on brand 
J ite Prefi-ences of Negroes from coast to coast, 
* ag the oly study of its kind ever made, Write now 


@ m- 


— = 


for + is free information, 


ee Poe : i a oe a : aoe 
Lae 2 byes ee oe oe : : %ay 


S. F. C of C Elects North Lynch Appoints Doepel | Giect two institutional campaigns|tional advertising. Newspapers, 
Henry E. North, vice-president} W. A. Doepel has been ap- for Edison and now will handle outdoor posters, radio and direct 


and Pacific Coast manager of the! pointed sales manager of the pack- | both merchandise and _ institu-/ mail will be used. 
Metropolitan Life Insurance Co., | age machinery division of Lynch 
has been elected president of the|Corp., Toledo. He succeeds T. C. 
San Francisco Chamber of Com-| Werbe Jr., who has been trans- 
merce for 1949. ferred to the glass machinery di- 
vision in Anderson, Ind. 


Admiral Appoints Johnson 
W. C. Johnson, general sales Boston Edison Names Dowd 


manager of Admiral Corp., Chi-| John C. Dowd, Inc., Boston, has 
cago, has been appointed to the been appointed to handle the ad- 
newly created position of vice- vertising of the Boston Edison Co. 


president in charge of sales. | Last year the agency was named to 
3 #. : 
bg The Oahe dam, now under con- 
- “~~ -__ struction, will be the largest dam 


built in the Missouri River Plan for ; % 


The OAHE DAM will E flood control, navigation, irrigation 


» and ated development. Sores 
' ture, industry and the entire mid- 
control the flood waters : . __~—s west economy will mg — =e 
: . 4 a! Pa —s-« $221,000,000 expenditure to further 
of the Missouri River! a 


improve one of the nation’s richest 
agricultural states. 


pion Me &,,. 


~ cone 


THE a 

hs MISSOURI -— oe Zz 
( RIVER PLAN ee 

FLOOD OF BUYING IN Mth, Missoun River oil's; 7" Menessing che 

“er a ; e fd 


¢ Require the cooperation of ten states. — a. 
Mb WILLA SOUTH DAKOTA Directly influence - economy of 97% of aa bi - 
South Dakota's area. : % 


A brimming reservoir of buying power—$300,000,000 in a Ps e 
ready cush not counting investment savings—lies in the heart Cost more than six billion, three hundred . & 


: . i illi lars. d 
of South Dakota, ready to be tapped through South Dakota oe ee ee — = 
Dailies! a , ; , a «(Cf 

-s : ; .40 ‘ : 

This golden reservoir of wealth is fed by the greatest stream wine ARP ae etna omeeeee 4% 


of farm products in South Dakota’s history, flowing through Provide 800,000 additional kilowatts of 


the state’s thriving packing plants, sugar refineries, creameries, electricity. 

produce houses and flour mills. Raw materials worth $60,000,000 ° 

pour into South Dakota’s manufacturing plants to be processed Irrigate 750,000 acres with the Oahe Dam 
into goods worth $100,000,000 each year. Yearly payrolls put - alone. 


more than $10,000,000 into the pockets of prosperous South 

Dakotans! And a torrent of dollars is riding the crest of con- i he 

struction along the Missouri River. = : 
This great outpouring of wealth from South . fi 

Dakota’s farm economy and related industries is Ade Rca apid B cs propels 4 = 

a stable, dependable flow of purchasing power. It per cent of South Dakota’s families are 


stems from scientific farming and soil conserva- ~ ag 
: apherd reached by the South Dakota Dailies in the 
tion methods. Its future growth is assured by the vital local buying zones. Locally managed and 


gr ree pata phn tanga me locally edited, South Dakota Dailies are un- 
: d ’ d Be | , F challenged by any out-of-state metropolitan 

gation and power development. ameneedie "te % the close athenti 
South Dakota is building a firm newspaper. ey ge e close attention an 

iat A et , old friend deserves —thorough readership 
paeeree + earned through integrity and long years of 
faithful service. For test campaigns, for spe- 
cial promotions, for sustained dominance of 
this rich, responsive market, South Dakota *s 
Dailies open the flood gates to sales! 


SOREPRT PME 9 Med. me) THERE'S OPPORTUNITY IN SOUTH DAKOTA 


é 


Reservoir Of Ls > Abundant natural resources . . . friendly Amer- 


Buying Power ican labor . . . a fine highway system that is con- 

. : stantly being improved and expanded by the | 
in Rich South ; State Highway Commission ... planned recre- 7 
Dakota | ational facilities under the direction of the department of Game, Fish 
ee and Parks . . . these are but a few of the many advantages that ag- 


gressive manufacturers and distributors are considering in their plans 
for expansion or decentralization. 


Comprise Six Locally Managed and Locally 
Edited Newspapers Serving the Six Primary 
Markets of South Dakota. Both Rural and Urban, 
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Allied Food Raises Ross 
Nat Ross, former general sales 
manager of Allied Food Industries, 
Perth Amboy, N. J., has been ap- 
| pointed vice-president in charge 
» |) of sales of the company. 


_| Sheffield Names Winning 


{ Ross J. Winning, former New 
» York production manager of Shef- 
| field Farms Co., New York, has 
been appointed general sales man- 
ager of the company. 


BESZXEST 


@tcus eet oF 


PAPER CEMENT 


25 YEARS 
FOR LAYOUTS-DUMMIES- MASKING -PHOTO~ 
MOUNTING and EVERY PAPER JOINING NEED 


A size lor every purpose. 
Sold by Stationery, Photo and 
Artist Supply Dealers everywhere. 


UNION RUBBER 4 ASBESTOS CO 
TREnTON ~ / 


President Asks 
$85,000,000 for 
Decade Censuses 


But Record Budgets 
Not Sought for Other 
Statistics Gatherers 


WASHINGTON—Nationwide cen- 
suses of population, agriculture and 
housing—benchmarks for  thou- 
sands of private and governmental 
market studies over a ten-year 
period—are allotted $85,000,000 in 
the 1950 federal budget, forwarded 
to Congress by President Truman 
last week. 

But aside from the big decennial 
studies, and the restoration of pre- 
80th Congress budget levels for 
the Bureau of Labor Statistics, the 
budget holds governmental sta- 


tistical and business aid programs 
to the size fixed by last year’s 
“economy Congress.” 

The $70,000,000 sought for popu- 
lation and agriculture censuses is 
approximately twice the amount 
required for similar reports in 
1940, and is slightly below the 
estimate mentioned by Census 
Chief J. C. Ca’ before the House 
appropriation -smmittee a year 
ago. 


ws The population and agriculture 
censuses are authorized under 
existing law, but the $15,000,000 
housing study—source of a vast 
amount of information on hous- 
ing conditions, and the markets 
for appliances and other products 
that go into homes—must mark 
time while Congress considers 
“enabling” legislation. 

The “tight” budget for continu- 
ing statistical work of the govern- 
ment agencies is in line with the 
budget experience of most con- 
tinuing programs, other than mili- 
tary, international, and “fair deal” 
projects for housing, social secur- 


Advertising Age, January 17, ‘949 


PICK WINNERS—Judges of a retail grocery store display contest sponsored by 
Lamont, Corliss & Co., New York, for Nestle’s EverReady cocoa, these three had 
the job of picking the winners from 3,000 entries. Left to right, with some of the 
winning displays, are Edward B. Noakes, executive vice-president, Cecil & Presbrey, 


Nestle’s agency; Fred N. Dodge, national 
The American Weekly, and Carl W. 


manager of the trade extension division, 
Dipman, editor, Progressive Grocer. 


ity, health, education and conser- 
vation. 

The Census Bureau’s program of 
current business and _ industrial 
statistics, deflated better than 50% 


~* : 
SOLID = 
CINCINNATI 
READS THE 
CINCINNATI pede 
| ENQUIRER DO ana, 
" 


“See what I mean, Dr. Zeitung, every place I go, I...” 


OTHER FACTS ANY ANALYSIS WILL REVEAL: 


@ The Cincinnati Enquirer has the largest circulation of any 


Cincinnati newspaper, daily and Sunday. 


@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 


than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


over a two-year period, is reduced 
even further under the President's 
budget. The increase for the 
Bureau of Labor Statistics, up 
from $4,320,000 this year to a pro. 
posed $5,450,000, is earmarked for 
expanded work on construction, 
employment and cost of living sta- 
tistics. 


s Anticipated funds would in- 
crease the flow of BLS data on 
employment, hours and earnings 
by state and area, and would pro- 
vide housing information for ad- 
ditional local areas, and a break- 
down of the elements of construc- 
tion costs. 

Under its proposed budget in- 
crease, BLS would complete re- 
vision of its comprehensive whole- 
sale price index, the first revision 
since 1931, and would begin a 
three-year project leading to the 
revision of techniques, structure 
and basis of its consumers’ price 
index. 

Half of the Commerce Depart- 
ment’s $318,000,000 is for service 
to aviation. Decennial censuses of 
population, housing and agricul- 
ture account for another 28% 
Less than 5% is for other statisti- 
cal and economic “business aid” 
programs. 

The Bureau of Foreign and 
Domestic Commerce, including its 
field service, is budgeted at $9,- 
800,000, compared with $9,400,000 
this year, the increase being suf- 
ficient to offset salary increases 
authorized by Congress last June 
Business statistics programs of the 
Census Bureau drop from $516, 
830 allowed under the “economy” 
Congress to $509,589 and the in- 
dustrial statistics program from 
$726,321 to $719,137. Other monthly 
and quarterly reports on popula- 
tion, shipping, foreign trade and 
government are all budgeted 
slightly below the 80th Congress 
levels. 


Clinton Elects Whiteman 


Carl Whiteman, who joined Clin- 
ton Industries, New York, corm 
processor and food products manu- 
facturer, last year as general sales 
manager, has been elected a v:ce- 
president of the company. Mr 
Whiteman was with General Foods 
Corp. before joining Clinton. 
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Paterson CofC Opens 
Drive to Give Aid 
» Own Industries 


PATERSON, N. J.—An industrial 

d velopment committee that does 

not concentrate its energies on 

br nging in new businesses has 

been formed by the manufacturers 

division of the Greater Paterson 
Cramber of Commerce. 

‘he committee will devote its 

chief attention, rather, to servicing 


ABC Shifts TV Personnel; 
Names Two Vice-Presidents 


American Broadcasting Co., 
New York, has realigned tele- 
vision personnel and appointed 
two vice-presidents. Charles C. 
Barry, vice-president in charge of 
programs, previously slated to 
take over the network’s West 
Coast operations, has been given 
over-all responsibility for tele- 
vision. Paul Mowrey will continue 
as national director of television. 

New vice-presidents are Ernest 
Lee, station relations head, and J. 
Donald Wilson, formerly West 


NEW Subscription Order Form... 


Coast program manager. Mr. Wil- 
son gets Mr. Barry’s old title, vice- 
president in charge of programs. 


Ad Bureau Names Three 


W. F. Aycock Jr., advertising di- 
rector of the Birmingham News 
and Age-Herald; A. L. Brandon, 
general manager of the Telegram, 
Rocky Mount, N. C., and Thomas 
W. Walker, of Sawyer-Ferguson- 
Walker Co., have been named 


members of the plans committee 
of the Bureau of Advertising, Am- 
erican Newspaper Publishers As- 
sociation. 


Robert Otto Promotes Three 


25 


and account executive with Robert 
Otto & Associates, New York, have 


Henry Ash, art director, Rich-| been promoted to creative director, 
ard W. Battan, account executive, | vice-president, and treasurer, re- 


and V. Montero-Diaz, - 


controller! spectively. 


ADDISON / LEWIS & BOATS 


Minneapolis — 


Est 1921 


» BPlease enter immediately my subscription to 


Advertising Age for 


ced Br] One Year at $3.00 [| Two Years at $5.00 ( Three Years at $6.00 
= (1 Payment enclosed [1 Bill me later [1 Bill my firm 
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Uvtsv sts Oo G4V416 4am ALICD va 41uuUc= 
ing new industries to move from 
some other town to our city.” He 
re- § added that the committee hopes, 
of course, the plan will not dis- 


courage companies from coming to 

n a this area. 

the The committee’s service, through 

ture Unpaid chamber members, is 

rice § Offered to all companies requiring 
help, whether or not members of 

art- § the chamber of commerce. 

vice The chamber has also decided 

s of § ‘© hold an unusual Inventors Show 

cul- § Feb. 28-March 5. It will be for 


9%. amateurs as well as professional 
inventors from the seven-county 


Paterson area only; nominal 

entrance fees will be required, 
and but no charge made for space 
, its used; only patented or patent- 
'$9,- applied-for inventions will be 
000 admitted. Corporations may show 
suf-@ “ventions only if willing to sell 
ases rights to them or license produc- 
une @ Uon or selling. Intention of the 
the Show is to help inventors and 
5\¢- "nd marketable’ products’ or 


my” g ‘alented inventors. 


Joins Liquor Publications 


Clark Gavin, former editorial 
director of Liquor Publications, 
and ™@ [nc., New York, and more recently 
editor of Book Merchandising, 
New York, has rejoined Liquor 
Publications in charge of sales 
promotion and market research. 


Bryant Advances Bissell 


> Lin- Rk. A. Bissell, sales represent- 
corn ative in the New York office, has 
becn appointed assistant sales pro- 


ales moryjon manager of Bryant Heater 
— Co, with headquarters in Cleve- 
A fanc|, 

ods 


——- 


VHY WONDER AND WORRY? 
BLRRELLE’S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


) mM 
4 | ALL the clippings about you, 
| your company, your business, 
your competitors . . . from ALL 
{ newspapers and magazines in 
j the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information, 


* Reg. U.S. Pat. Off. 


” Qieaiindiied Coated 


Papers 


The Bakers’ Helper magazine . . . in which 
the above photograph was used . . . is one of 
many important publications that specify 
Consolidated Coated to increase the effective- 
ness of advertising and editorial illustrations. 

Outstanding “printability” makes this 
superior enamel ideal for magazines and 


CONSOLIDATED WATER POWER 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


five Modern ills 


PRODUCTION GLOSS 
MODERN GLOSS 


brochures of the highest type . . . low price 
makes it practical for printing catalogs and 
publications when economy is essential. 

Manufactured in weights down to 45 pounds 
for one or four-color work, Consolidated Coated 
Papers meet all the requirements for an 
extremely wide range of printing. 


PAPER COMPANY 


SALES OFFICES 


135 $0. LA SALLE ST., CHICAGO $ 
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Allied Food Raises Ross 

Nat Ross, former general sales 
manager of Allied Food Industries, 
Perth Amboy, N. J., has been ap- 
pointed vice-president in charge 
of sales of the company. 


Sheftield Names Winning 


Ross J. Winning, former New 
York production manager of Shef- 
field Farms Co., New York, has 
been appointed general sales man- 
ager of the company. 
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PAPERCEMENT (GellJE3) 
A REAL ADHESIVE PLEASURE 
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25 YEARS 
FOR LAYOUTS-DUMMIES- MASKING -PHOTO- 
MOUNTING and EVERY PAPER JOINING NEED 


A size lor every purpose. 
Sold by Stationery, Photo and 
Artist Supply Dealers everywhere. 


UNION RUBBER 4& ASBESTOS CO 
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President Asks 
$85,000,000 for 


Decade Censuses 


But Record Budgets 
Not Sought for Other 
Statistics Gatherers 


WASHINGTON—Nationwide cen- 
suses of population, agriculture and 
housing—benchmarks for thou- 
sands of private and governmental 
market studies over a ten-year 
period—are allotted $85,000,000 in 
the 1950 federal budget, forwarded 
to Congress by President Truman 
last week. 

But aside from the big decennial 
studies, and the restoration of pre- 
80th Congress budget levels for 
the Bureau of Labor Statistics, the 
budget holds governmental sta- 


tistical and business aid programs 
to the size fixed by last year’s 
“economy Congress.” 

The $70,000,000 sought for popu- 
lation and agriculture censuses is 
approximately twice the amount 
required for similar reports. in 
1940, and is slightly below the 
estimate mentioned by Census 
Chief J. C. Capt before the House 
appropriation committee a year 
ago. 


ws The population and agriculture 
censuses are authorized under 
existing law, but the $15,000,000 
housing study— 
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USINESS REPLY CARD 


Postage Stamp Necessary if Mailed in the United States 


tary, internation 
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“See what I mean, Dr. Zeitung, every place I go, I...” 


OTHER FACTS ANY ANALYSIS WILL REVEAL: 


@ The Cincinnati Enquirer has the largest circulation of any 


CINCINNATI 
READS 


CINCINNATI 
ENQUIRER 


ron 
‘thle 


SOLID 


THE 


Cincinnati newspaper, daily and Sunday. 


®@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage 


than any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 
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tion costs. 


since 1931, 


index. 


Less than 5% 
cal and economic 
programs. 


government are all 


levels. 


Clinton Elects Whiteman 


ton Industries, New York, 


president of the company. 


Corp. before joining Clinton. 
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NERVOUS? 
Call Wa. 2.5790 


PUBLIC LETTER 
SERVICE 


CHICAGO 


iT 


aown Or tne elements OI construc- 


Under its proposed budget in- 
crease, BLS would complete re- 
vision of its comprehensive whole- 
sale price index, the first revision 
and would begin a 
three-year project leading to the 


a Ne. Ae, revision of techniques, structure 
NO a ag” 4 and basis of its consumers’ price 


Half of the Commerce Depart- 
ment’s $318,000,000 is for service 
to aviation. Decennial censuses of 
population, housing and agricul- 
ture account for another 28%. 
is for other statisti- 
“business aid” 


The Bureau of Foreign and 
Domestic Commerce, including its 
field service, is budgeted at $9,- 
800,000, compared with $9,400,000 
this year, the increase being suf- 
ficient to offset salary increases 
authorized by Congress last June 
Business statistics programs of the 
Census Bureau drop from $516,- 
830 allowed under the “economy” 
Congress to $509,589 and the in- 
dustrial statistics program from 
$726,321 to $719,137. Other monthly 
and quarterly reports on popula- 
tion, shipping, foreign trade and 
budgeted 
slightly below the 80th Congress 


Carl Whiteman, who joined C|in- 
processor and food products manu- 
facturer, last year as general sales 
manager, has been elected a v:ce- 


Mr 


Whiteman was with General Foods 
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Paterson CofC Opens 
Drive to Give Aid 
tc Own Industries 


‘ATERSON, N. J.—An industrial 
de elopment committee that does 
no. concentrate its energies on 
brnging in new businesses has 
becn formed by the manufacturers 
di\ision of the Greater Paterson 
Chamber of Commerce. 

The committee will devote its 
chief attention, rather, to servicing 
local industry with a_ technical 
advisory staff of chamber mem- 
bers. The committee is composed 
of a banker, professional inventor, 
patent attorney, several manu- 
facturers, engineers, a wholesaler, 
a retailer and an industrial man- 
agement executive. 

Pointing out that this area has 
greatly diversified its industry and 
doubled its industrial employment 
since 1940, Norman  Brassler, 
banker and committee chairman, 
said: “It seems to us that a bit of 
technical advice here and there 
and a helping hand at the right 
times will help our present 
industries grow, insure jobs to 
presently employed and 
provide opportunities for new 
employment in existing plants.” 


s The Paterson plan, he said, 
appears to be by far “a more 
practical plan than to major our 
activities along the lines of induc- 
ing new industries to move from 
some other town to our city.” He 
added that the committee hopes, 
of course, the plan will not dis- 
courage companies from coming to 
this area. 

The committee’s service, through 
unpaid chamber members, is 
offered to all companies requiring 
help, whether or not members of 
the chamber of commerce. 

The chamber has also decided 
to hold an unusual Inventors Show 
Feb. 28-March 5. It will be for 
amateurs as well as professional 
inventors from the seven-county 
Paterson area only; nominal 
entrance fees will be required, 
but no charge made for space 
used; only patented or patent- 
applied-for inventions will be 
admitted. Corporations may show 
inventions only if willing to sell 
rights to them or license produc- 
tion or selling. Intention of the 
show is to help inventors and 
find marketable’ products’ or 
talented inventors. 


Joins Liquor Publications 


Clark Gavin, former editorial 
director of Liquor Publications, 
Inc., New York, and more recently 
editor of Book Merchandising, 
New York, has rejoined Liquor 
Publications in charge of sales 
promotion and market research. 


Bryant Advances Bissell 


Rh. A. Bissell, sales represent- 
ative in the New York office, has 
been appointed assistant sales pro- 
motjon manager of Bryant Heater 
Co, with headquarters in Cleve- 
wand, 


— 


VHY WONDER AND WORRY? 
BURRELLE'S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 


ABC Shifts TV Personnel; 
Names Two Vice-Presidents 


American Broadcasting Co., 
New York, has realigned tele- 
vision personnel and appointed 
two vice-presidents. Charles C. 
Barry, vice-president in charge of 
programs, previously slated to 
take over the network’s West 
Coast operations, has been given 
over-all responsibility for tele- 
vision. Paul Mowrey will continue 
as national director of television. 

New vice-presidents are Ernest 
Lee, station relations head, and J. 
Donald Wilson, formerly West 


Coast program manager. Mr. Wil- 
son gets Mr. Barry’s old title, vice- 
president in charge of programs. 


Ad Bureau Names Three 


W. F. Aycock Jr., advertising di- 
rector of the Birmingham News 
and Age-Herald; A. L. Brandon, 
general manager of the Telegram, 
Rocky Mount, N. C., and Thomas | 
W. Walker, of Sawyer-Ferguson- | 
Walker Co., have been named| 
members of the plans committee | 
of the Bureau of Advertising, Am- 
erican Newspaper Publishers As- 
sociation. 


25 


Robert Otto Promotes Three and account executive with Robert 
Otto & Associates, New York, have 


Henry Ash, art director, Rich-| been promoted to creative director, 
ard W. Battan, account executive, vice-president, and treasurer, re- 


and V. Montero-Diaz, controller! spectively. 


sr 


PRESS CLIPPING BURE, 


Photo courtesy 
Cellophane Division 
E, I. duPont de Nemours & Co, 


* Reg. U.S. Pat. Off. 


SN 


The Bakers’ Helper magazine . . . in which 
the above photograph was used ... is one of 
many important publications that specify 
Consolidated Coated to increase the effective- 
ness of advertising and editorial illustrations. 


Outstanding “printability” makes this 
superior enamel ideal for magazines and 


Consolidated Coated 


Papers} 


a, 


PRODUCTION GLOSS 
MODERN GLOSS 


brochures of the highest type . . . low price 
makes it practical for printing catalogs and 
publications when economy is essential. 

Manufactured in weights down to 45 pounds 
for one or four-color work, Consolidated Coated 
Papers meet all the requirements for an 
extremely wide range of printing. 


COWSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 


Five. Mpdecn silts 135 SO. LA SALLE ST., CHICAGO 3 
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Your media, like your customers, can change 
materially in seven years. For proof, here are 
chart “snapshots” showing what has happened 
to Chicago’s picture of newspaper coverage 
since 1941. Newspaper buying habits have 
changed. Today The Chicago SUN-TIMES 
holds the number two spot in the area where 


most of the prospects for your Chicago news 
paper advertising live and buy. Yet The SUN 
TIMES offers you this important, growing seg 
ment of the Chicago market at one of the na 
tion’s lowest milline rates for newspapers. For 
details on the best way to key your advertising 
to the new coverage pattern in Chicago, cal 
a SUN-TIMESman today! 


HERE IS THE DISTRIBUTION OF NEWSPAPER BUYING 
IN CHICAGO AND SUBURBS NOW, 
AS COMPARED WITH BEFORE THE WAR 


(Based on City and Retail Trading Zone ABC Publishers’ Statements for Periods Ending 
September 30, 1941-1948.) 


Average Daily Net Paid 
194] City & RTZ—~100% 


Average Daily Net Paid 
1948 city & RTZ~100% 
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TRIBUNE 


CHICAGO DAILY NEWSPAPER CIRCULATION 


a ee P 
700,000 _ SUN-TIMES (From Sept. 30, 1948 ABC Publishers’ Statements) 
600,000 

HER.-AM. DAILY 

x NEWS) ..43 
500,000 wi 
400,000 LIL 

_ 
300,000 LIL 

5 ALL OTHER 
200,000 LiL 

3 RETAIL TR. ZONE 
100,000 LL 

a ee m- 
. Ek Sc 

CITY 574,686 495,039 400,318 
R.T.Z. 188,636 86,036 80,617 
CITY & R.T.Z. 763,322 581,075 480,935 
ALL OTHERS 218,916 62,264 56,059 
TOTAL 982,238 643,339 536,994 


SUN TIMES 


THE PICTURE NEWSPAPER 
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Meat Institute Will 


through the OPA period after- 


Definite plans wete worked out 


Advertising Age, January 17, 1£49 


at ‘ 


ptotnotion are not available, with;Heads KFC&C’s New Office Lee" 
ward, ads concerned meat-shar-/to facilitate use of the program. |the exception of one test store} David Brown, formerly w th e 
Boost Institutional ing, rationing, the black market! “Participants using such plans|which reported an increase in| Foote, Cone & Belding and De»- Lotic 
and similar matters. Last year| with their retail customers have|ham sales of 435%.” cer-Fitzgerald-Sample, Chica; o, ¢ 
and PR Advertising | there were ads on profits and|reported phenomenal results. One pee fcuned Ranier, Farrell, Casslsy @ of Be 
EE Rae ars —— of the meat packing in- “nage yh ar ahoke vo loped Hochreiter Named V. P. new Chicago office at 333 N. <ANS 
» » will be placed this year on pub-| «)uch thought and study were| for : : ‘.| Joseph C. Hochreiter, art di-| Michigan Ave. Co., ele 
j ituti promoting ham, increased his rector of Ellington & Co., New firm he 
lic relations and institutional ad-| given the past year,” Mr. Hard-| weekly sales 115%. A chain store York, has been appointed a vice-|Rosendorf Joins Berger , ae 
vertising by the American Meat) enbergh said, “to the use made of| used the promotion in only one- ident of th Ppe Bef : o = 
Institute. - F president o e agency. ore Sidney Rosendorf, formerly w th sa nple- 
; ; the meat educational program by/|third of its stores. Yet the chain joining Ellington Mr. Hochreiter| Morton Freund Advertising, N: w a 
: Wesley Hardenbergh, president|/the meat packers and sausage|as a whole showed an increase of served five years as art director on| York, has joined Alfred Paul Be r- a 
3 of the institute, told the Adver-| makers, who, as participants,|23% in the sale of ham. Figures|the Lucky Strike account at Lord| ger Co., New York, as an account fe °.°™ 
E. lising Club of St. Louis Jan. 4/supply the funds for its support.|for individual stores using the|& Thomas. executive. ot a 
i that “there will be a further - 
trend toward advertisements it 


** 
= 7 
a. 
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dealing with the services of the 
industry.” These will be so han- 
dled, he said, as to coordinate 
with the AMI’s product adver- 
tisements and “to lead eventually 
to a probable merging of the 
two types.” 
Mr. Hardenbergh pointed out that 
for several years after the AMI’s 
institutional advertising started 
in 1940, it was concentrated 
chiefly on nutrition and econom- 
ical methods of preparing meats. 
Then, during the war and 


Free 


BOOK SHOWS-= 


without... 
© Costly consumer advertising 
@ Conventional jobber-dealer setup 
© The expense of salesmen’s salaries 


finest) and is 


Look again! Yes, it’s a cake 
made of cheese, no less 
(a sample of Wisconsin's 


being ad- 


i ale realistic exposition of co only mired by Wisconsin Agri- 
ow-cost, short-cut to national sales 
4 describes the method now used by culturist editor, Cy Moffit. 
' such successful companies as: The presentation was made - 
* .| | Company Estimated Anaval Sales by Governor Oscar Renne- 
Real Silk Hosiery Mills . . . $15,000,000.00 tat 
* Davis Paint Company ... 5,000,000.00 bohm in behalf of the S 
Knapp Brothers Shoes... . 15,000,000.00 Department of Agriculture. aan In 1 
; Master Garment Company. 2,000,000.00 ey ve Se. it on Wise 
* J. B. Simpson Tailoring ... _10,000,000.00 ; L = 
Stark Brothers Nurseries... 10,000,000.00 repo 
' These are but a few of the 6,000 il has 
— , 
firms who used this sales method in the Mat man . iad 
1948 to sell over a thousand different B O an i 
products and services—to the tune en er y eng 
_ _ of $5 billion gross sales. the e S S “May we extend to you yd to a 
This booklet has helped hundreds oung and st congratulations On 
of small manufacturers grow big— — “Your perce ve first met— power raton of 100 years of ome om 
scores of large manufacturers in- “One hundred years gn vigorous 9 ears ago. AN re the Wisconsin Agricu oon peri 
« crease sales volume. It shows a low- ‘putions to the derful goal for anyone more than 4 4 success in the 4 Farmer. Coming ” = aah 
¥ cost way to overcome prohibitive Tor on ing in Wis- -——— 1 want to congratu a our continue market is proo sfhhet the Centennial 4 ‘d ’ : not ‘ 
; distribution costs . . . provides an advancement of farm the ” attain. n maintaining suc id Wisconsin farm hat you never -- of Wisconsin, It es put is pr 
; . - ai a : immeasura . ou upo : nation. It cou h to me that yer. to State A ination to ar 
answer to today’s increasing con consin are --:n ge Manager ; ss publicat . enoug will—yield ire any imaginal hat the ubl 
sumer resistance at point of sale . . . on, Advertising igh-cla hundred year ve—nor ever listic poe i onclusion tha Pp 
: POsne GF Gans . James H. Dalt ARRIs COMPANY t exist for one ded serv have ities of journa the logical ¢ : owerfu \ 
tells why independent distribution THE MASSEY-# = hout rendering a neede a the infirmith Cc. C. Fogarty Wisconsin tayo i rd of But 
=e as possible solution to your “When a farm boy 07M ne pie ~ Wisconsin farmers a old age. P pOCARTY COMPANY v fluence in the great — ” mile 
es problems . . . and shows you Ane d gets the § a yl! ‘ties,”” +e icul- : t of its home § : 
how you can take immediate steps the mail box Si"pis grandfather their families: | a) Research “We have watched 26rrti, attainment 0° Walter H. Lloyd Agri 
to tap this lucrative big market at farm Pete is a prestige and —— F. M. Simpsons 00" wit & compan ture in the state ge h the rector of Kraft Dairy fon : die 
o> i fitabl 6,000 power gaa e naieam "As a very, Very — tp grow ant sional the influence ¥ KRAFT FOODS | 
arn the profitable secret 6, rs.” c. C. Bue y dvertising Ppaé years an editorial policy 
direct-selling companies use to gross ” eee THOMAS ADVERTISING co. - patie “agriculturist “: that your Oe ioe living in 
Sagan ones of over $s billion! § nd y “] can think of no other Secentt, this Company, = , has had oF irytend.” ‘a 
today or your comp imentary copy ee that has done riter, extends to y America Bert S. Gittins 
of the informative booklet, ‘How single influence © a coment © the writer, tes most hearty con eer DVERTISING 
to Build National Distribution more for the ade Wisconsin jour — Wesley 1. Nunn BERT S. CITTINS aders 
or, woe ot Whether your farmin — me ——— STANDARD OIL COMPANY “To have aay ee is 
product is adaptable to the direct Agriculturist. n, President tulations to d advertisers lor 2 enjoy 
selling field. If it is—and we'll tell G. B. a AGENCY “Sincere conérculturist an payee few publications : a 
you frankly one way or the other— WESTERN congrat- the Wisconsin / Booth anniver be to have serv ed ge 
you'll be amazed at the ease and “Please accept OHundredth Farmer on, Nt" of advertising = he Wisconsin Agric tron.” 
speed with which you can build a . n the One a. ry. Our 50 yea st pleas- ‘. indeed a dis 
: er lations © e publi sary. ‘ n most p armer is aie 
national sales organization. (Many iversary of your fin 4 Sin experience have bee F G. A. East = 
do it in 60 days!) Write on your — Like good a h =.” ant and good. 4, Vice President ARMOUR & COMP 
. letterhead your complimentary continued to improve — a c.B. eee COMPANY 
copy today d Milton Reyno THE DELAY» 
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ALLEN & REY 


NOLDS ADV ERTISING 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
26 E. Jackson Bivd. Chicage 4, lilinels 
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Lee Tie-in Sale of 
Lotion in Two Sizes 
o! Bottles Pays Off 


<ansas City, Mo.—H. D. Lee 
Co., clothing, food and cosmetics 
firm here, is having success with 
ar interesting variation of the 
sa nple-sale technique. 

‘o introduce its Betty Lee skin 
lotion, the company has a 39¢ 
get acquainted offer of a one- 


ounce sample bottle with the reg- 
ular six-ounce larger size. Dis- 
play material suggests that the 
buyer use the “fits-the-purse size” 
and, if not satisfied, return the 
larger bottle and get her money 
back. 

Lee reports the women are buy- 
ing the combination and not re- 
turning it. Apparently, Lee says, 
“they like the idea and refill the 
small bottle from the larger, to 
prolong the convenience of the 
purchase.” 


Advantages of the plan, aside 
from the extra usefulness of the 
sample bottle for the purse, are 
said to be that sampling cost is 
lower than in a l¢ sale and there 
is positive product identification 
with the sample. 

Garner Advertising Co., 
Louis, handles the account. 


St. 


Mann-Ellis Agency Moves 
Mann-Ellis, Inc., advertising, has 

moved its offices from 33 W. 42nd 

St. to 145 E. 53rd St., New York. 


Cole to Head Kingsbury 


King Cole, vice-president and 
sales manager of Kingsbury 
Breweries Co., which has plants in 
Manitowoc and Sheboygan, Wis., 
has been elected president of the 
company. 


Whitney Appointed A. M. 


Robert M. Whitney, assistant ad- 
vertising manager, has been ap- 
pointed advertising manager of 
Automatic Transportation Co., Chi- 
cago. 


a 


WISCONSIN 
AGRICULTURIST 


OBSERVES ITS 


100th YEAR 


OF SERVING 
WISCONSIN FARMING 


In the 100 years since its founding in 1849, 
Wisconsin Agriculturist and Farmer not only has 
reported the news of this great dairy state but 
has helped to make farm news happen. It has 
continually been a champion of new and chal- 
lenging developments and ideas. It has helped 
to advance Wisconsin as.a dairy state and has 


contributed materially to the welfare and pros- 
perity of Wisconsin’s progressive and forward- 
looking farmers. Today, Wisconsin Agriculturist 
is proud to be recognized as the leading farm 
publication in the nation’s leading dairy state. 


_ 


But a 100 year birthday, though an important 


milestone, is still but a good start. Wisconsin 
Agriculturist looks forward with enthusiasm to 
doing an even better job in the future! 


“AGRICULTURIST 


. D. 
f anc SIN State teen 
Proved and > “were 
884 Charles my fi . 
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A WORKMAN IS AS GOOD 
AS HIS TOOLS 


OFT-REPEATED ADAGE — the au- 
thority of which \ borne out by its 
age —is to the effect that “a work- 
man is as good as his tools.” 

It has been our observation that 
a certain degree of skill, combined 
with good tools, makes the artisan 
even more adept. At least, such is 
the case at Manz. ’ 

Side by side in this great organi- ‘ 
zation are the working tools of print- 
ing arts and crafts that make possible 
production of complete sales making 
literature. From the pen of the cre- 
ative and merchandising executive — 
under the brush of the commercial 
artist — through the screens of the 
engraver and the matrices of the 
compositor — between the platens of 
the myriad presses —and finally — 
through the folders and under keen 
edged knives in the bindery — the 
printed matter passes through skilled 
hands of experienced craftsmen. 


The manifold advantages, to the 
buyer of printed matter, of such a 
vast organization — the largest of its 
kind in the country —are at once 
apparent. There is one responsibility > 
for the successful culmination of the a 
work — a_ responsibility carefully ea 
guarded in every step of production; 
standards of quality which allow for © 
no variance; and economy measures 
which bring billing into correct re- 
lationship with quality. 

This responsibility—the guiding oa 
principle at Manz — accounts for the ee 
eighty-two years of steady growth 
and uninterrupted development of 
this great colony of printing arts and 
crafts — under one roof. 

The Manz search for better tools 
and better ways to use them is un- 
ending. Since those early days when 
Manz contracted for the complete 
output of a certain type press—an 
innovation in its day—up to the 
most recent installation of the finest, 
fastest multi-color equipment for 
both letterpress and offset printing, 
Manz has led in finding the better 
ways. 

The best way to get the complete 
story of Manz and the double serv- 
ices offered is to request the visit 
of a Manz man. If you use printed 
matter, it will be well worth the 
doing. 


Uny Size Job i 


a Manz Size Job 


MANZ 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave. 

Chicago 13, Illinois 
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BBDO Increases Space 


The San Francisco office of Bat- 
ten, Barton, Durstine & Osborn 
will occupy the entire 27th floor 
of the Russ building, effective Feb. 
1. Copy, art, production and pro- 
duction billing departments will 
remain on the 22nd floor, where 


» the agency is now located. 


FREE REPRODUCTION RIGHTS 


..-are included in your sub- 

scription to the Art Mart* 

Service. Send for details. 

*Clessified Art for Every Use 
MART MART P.O. Box 2121 Dalles |, Texas 


Advertisers Want 
More Media Data, 
Agency Exec Says 


Cuicaco—Advertisers are ask- 
ing for more media data than ever 
before, and wise publishers will 
supply it in handy form for agen- 
cies and top management, Ken- 
neth J. Bayer, media director, 
Oakleigh R. French & Associates, 
St. Louis, told the Chicago Busi- 
ness Papers Association last week. 

Too little attention has been 
paid to agencies’ plans for the past 
seven to nine years, Mr. Bayer 
declared, but this condition is 


Landa 


Cloox 


3728 No. Broad St + Phila. 40, Pa + BAldwin 9-5500 


Philadelphia 


HIGHSPOT BULLETINS 
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being corrected rapidly as post- 
war production gains momentum. 
Advertisers are asking for detailed 
analyses of publications, includ- 
ing fundamental facts about mar- 
kets served, circulation, policies, 
editorial history, special services, 
etc. 

In supplying this information, 
Mr. Bayer said, “the best means I 
know of at the present time” is 
the publisher’s sales presentation 
outline suggested by the National 
Industrial Advertisers Association. 
This proposal isn’t a panacea; it 
isn’t intended to duplicate audit 
statements, but with an adequate 
supply of charts, graphs and illus- 
trations it can be helpful when 
ad managers, agencies and pub- 
lishers are selling space to man- 
agement, he said. 


ws The St. Louis agency’s clients, 
since mid-September, have boosted 
ad budgets generally from 15 to 
25%, Mr. Bayer said. These firms, 
as well as the clients of other 


agencies, not only are asking for 
more fundamental facts from pub- 
lishers; they are in some cases 
concentrating 1949 campaigns in 
fewer publications. “We have 
made the best decisions possible,” 
Mr. Bayer added, but “some of our 
decisions might have been re-| 
versed if we had had all the facts 
when we needed them.” 

Most of the information sought 
in the NIAA outline for sales 
presentations is easily obtainable 
in publishing offices, Mr. Bayer 
said. When assembled in logical 
form, it gives each paper “a real 
chance to show where it fits into 
the advertising picture in rela- 
tion to all competitive papers.” 


Continental Can Ups Perin 


R. L. Perin, central division sales 
manager of Continental Can Co., 
New York, has been appointed gen- 
eral sales manager. He will be re- 
sponsible for the sale of metal 
containers in all three domestic 
metal container divisions of the 


company. 


Here are the facts: 
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do 3+ times 
s many advertisers 


use HARDWARE AGE exclusively 


as any other hardware trade paper? 


Last vear, 1263 manufacturers staked their entire 


national hardware trade advertising on a single publi- 


cation. Of that number, 998 — just two under an even 


thousand — chose Hardware Age. 


Why such an overwhelming preference? 


No one answer can cover all cases. Each media buyer 


has his own yardstick. 


To some, Hardware 


Age’s position as the only na- 


tional hardware trade paper that is bought on a wholly 


voluntary, prepaid basis provides the proof they want 


of its tremendous reader interest. 


To some, the fact that Hardware Age's 33,500 volun- 


ARDWARE AGE 


MAIN 


A Chilton Q& Publication 


100 EAST 42nd STREET 
ENTRANCE TO THE GREAT HARDWARE 


tarily paid circulation reaches hardware’s largest effec- 


tive trade audience is the deciding factor. 
To some, the amazing penetration of Hardware Age 


to the very grass roots of hardware distribution — with 


at least one merchant subscriber in each of 8,821 towns, 


small and large alike — is the clinching argument. 


But whatever reason carries the greatest weight, a 


vast majority of space buyers agree that Hardware Age 


serves them best. That's why —among all the companies 


that rely on just one national 


hardware magazine to 


tell their story to the $2_000.000.000 hardware trade — 


Hardware Age is the choice . 


@ Charter Member X80) 


.. 38 to Ll. 
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Calls ‘Sell’ the 
Only Important 


Quality in Ads 


AA Editor Deplores 
‘Too Much Cleverness 
_ and Eyeing of Awards’ 


BALTIMORE—The “greatest sin- 
gle trouble with advertising is 
that there are too many ‘clever’ 
advertising men,” S. R. Bern- 
stein, editor of ADVERTISING Ace. 
told the Advertising Club of Bal- 
timore Wednesday. 

Asserting that after almost a 
decade of “lazy living,” the ad- 
vertising business must return to 
its basic function of ringing the 
cash register, Mr. Bernstein said: 

“The advertising business isn't 
big enough—and never will be 
big enough—to shelter the fel- 
lows who think advertising is a 
game or a racket, a neat chance 
to put over a cute deal, or who 
hope to make a killing with words 
instead of a gun.” 


= But even the person who is in 
the advertising business “with his 
tongue permanently in his cheek” 
is not as serious a problem “as the 
‘clever’ people who think that ad- 
vertising is a sort of special pre- 
serve for them, a kind of conven- 
ient backdrop against which they 
have an opportunity to demon- 
strate their own cleverness while 
some one else foots the bill,” he 
said. 

Inveighing against the “adver- 
tising man’s adman,” and the ad- 
vertising writer or producer “who 
measures his success by the com- 
ments of his admen friends, the 
number of awards and citations 
he can get for his advertising, and 
the number of chances he gets to 
change his job,” Mr. Bernstein 
made a vigorous plea for an atti- 
tude of mind on the part of all 
advertising men which leads them 
to keep the goal of selling goods 
foremost in their minds, without 
distractions or side issues. 


e “Advertising,” he said, “is not 
a science, nor is it an art. It is a 
business. It has one primary and 
basic function: to sell. Advertis- 
ing was not developed, and is not 
paid for, to the tune of several 
billion dollars a year in this coun- 
try so that bright young men and 
woman can exhibit their capabil- 
ities and their cleverness. Adver- 
tising was not created to be a 
game, like bridge or parchesi. It 
was developed, and it exists, on 
its ability to help move people 
toward merchandise—whether that 
merchandise be goods, service oF 
ideas. 

“Advertising must be creative, 
it must be inspired, it must fre- 
quently be ‘sharp’ enough to jus- 
tify an advertising award. Buf |! 
must never be these things 
their own sake; it must never 
adopt the attitude of ‘art for art's 
sake.’ ” 

Decrying advertising that is 
written to impress the boss, 
other admen, or with the hope of 
winning an award, Mr. Bernst !1 
said: “There are a lot of qu >* 
tions one can ask about an 4d 
Most of them are meaningl: * 
Only one is even worth discuss: §, 
and it’s a very simple one: ‘V '!! 
it sell?’ ” 


TV Group Elects Officers 


Paul L. Penfield, advertis 
manager of Detroit Edison ¢ ’: 
has been elected president of © 
| Detroit Television Round Ta! © 
| Other officers elected include: | °¢ 
Wailes, of WJBK, vice-presid« ' 
‘James Millar, Hearst Advertis '§ 
Service, secretary, and Will) ™ 
Nagy, Philco Distributors, | 
| treasurer. 
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— Retail Sales 


Tederal Reserve Figures on Department Store Sales 


us 


Me x * ; 
31 
Portland sggaccente ees H 16 ce Purchases Station WGTC |from J. J. White for more than 
Seattle... ~66)~SCO9)~SC 6 | The North Carolina Central | $60,000 and has received a license 
- Broadcasting Co., which operates | to operate a 1,000-watt station 
r—Revised. WCKB, Dunn, N. C., has pur-| there. The Greenville station now 


*Data not available. 


Doyle Becomes Agency V. P. 

M. Dorland Doyle, who has 
served in an advisory capacity, has 
become an active member of 
Doyle, Kitchen & McCormick, 
New York. He has been a stock- 
holder and director of the agency 
since 1942, and will be vice-presi- 
dent in the new business depart- 
ment. 


chased WGTC, Greenville, N. C.,| is a 250-wat* day and night outlet. 


NPE Reproduction in Quantity _| 
GENUINE 6lc in 100 to 900 QUANTITIES 
a 


(1000 and over 6c) 


Ss a aa ae RT 
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VASHINGTON—There was a wide| Oklahoma City ....... —5 6 25 
variation in department store sales | paies"pistrici 9." 4s 
in the week between Christmas ee eee d 6 2 30 6 
an! New Year’s Day, the Federal| Houston 0000000012 oi 
Reserve Board's report for the | a i*pranciece Disiric... 0 rel 1 
we-k ending Jan. 1 reveals. Los Angeles Area..... —2 2 — 

ales over-all were no better or gn ‘Fy eee $ 3 =i6 
worse nationally than in the cor- m Francisco ........ . 8 ea 
re ponding week a year earlier. 

Thus the effect of the striking 


clearance and year-end sale pro- 
motions was to move just enough 
merchandise to equal the mark set 
at the start of 1948. 

But the generalization does not 
hold regionally or city by city. In 
the fifth reserve district, sales for 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


lWeek to Jan. 1, °49*. .p204 
Week to Dec. 25, '48*. .471 
Week to Jan.3, °48*...204 
Week to Dec. 27, °47*. .358 
Month of Nov., *48*...357 
Month of Nov., '47*...376 


*Not adjusted seasonally. 
pPreliminary. 


A 


the week were off 10%— including 
a 16% decline in Baltimore. They 
were off 7% in the Far West. In 
the tenth district, on the other 
hand, there was a 13% increase— 
and this in the area which the pre- 
vious week had made the poorest 
showing of all districts. Wichita, 
Oklahoma City and Tulsa in this 
region all had 25% gains—highest 
in the nation for the week. 
Other high sales were reported 
by Newark stores (up 24%), Little 
Rock (up 23%) and Indianapolis 
(20%). At the other end, San 
Antonio sales were off fully a 
third from the _ corresponding 
week a year ago. 


% Change from °47-"45 
Week Ending 
Federal Reserve Dec. Dec. Jan. 
District and City 18 25 
UNITED STATES 0 


ao 
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without on-the-spot radio 


Skating on water is a cinch compared to trying to cover this 
market with outside radio. Because the Bonanza Beeline— 
California’s rich central valleys plus western Nevada—is 
an independent market ... well inland and remote from 
coastal influence. And Beeliners just naturally prefer 


So to radio-sell this 314 Billion Dollar market—where 
annual retail sales exceed those of Indianat—you need 
on-the-spot-radio. You need the five BEELINE stations. 

Each of these stations is located right in a major Beeline 
city. And each is a strong local favorite. For example, a 
recent Hooper showed KFBK Sacramento leading all 
competition, with an audience share of 23.7 for total rated 
time periods. And now that it’s 50,000 watts, KFBK 
delivers solid coverage of the whole 21-county Sacramento 


+Sales Management's 1948 Copyrighted Survey 


Boston District ......... 0 36 3 
De GE 5 ca vcasees 5 43 2 
ee ae 1 34 2 
SS a ae 1 42 -17 
PROVEEGIIOD ccccccseces -—6 34 4 

New York District ...... —-3 4 sii 
Newark habacssdeeke 4 65 24 
. oy Pe 4 r38 17 
ST hint ¢anee cue —-4 50 6 
 -.e¢skees ess 3 29 2 
DN: ss ncccbuwadrs 3 r34 —2 

Philadelphia District .... By 43 —6 

Philadelphia ......... 4 45 —-4 

Cleveland District ...... 2 28 1 
EY 6 5.0G Geu's is 6.608 5 27 —2 
0” 1 81 -—6 
| 3 30 —2 
CE “icacavdbones —1 49 —2 
0 re 7 29 4 
P. ee 1 21 3 

Richmond District ...... —_ wi —# their own local stations 
Washington .......... ‘a oa 2 
DOIGOMO 4. cccccccecs 3 44 —16 

Atlanta District ........ 3 r28 0 
Birmingham ......... 2 29 ag 
a) 6 et] Freee 0 25 —1 
To Sear? —3 27 4 
New Orleans ......... —3 r38 1 

Oe 2 r25 9 

Chicago District ........ 2 x32 3 
(See --1 36 --8 
lr lianapolis ......... 6 23 20 
DEM, vsescscscssvee 4 26 17 

a eee 5 32 7 
ouis District ...... 0 r27 -3 
RS 0 30 23 
as pow ng Peaikbewnd ot 2 31 —1 
: ee 1 21 --7 : 
Memphis ...........-. 13s —? Trading Area! 

Min veapolis District .... * ° ® 
Minneapolis .......... * * ® 
PP eran . * bg 

_Doluth-Superior ...... ° ° ® 

Karsas City District .... —1 11 13 
De R as recs cbedves 0 12 4 
wf <9 oa ss eaek 7 14 25 
Kansas City .......... 4 6 11 
Jl —1 11 ° 


remember ot 
Business KFBK 
A ake Sacramento (ABC) 
s sociat ba >) 50,000 watts 1530 kc. 


If 
> 


1000 watts 630 ke. 


KOH 


Reno (NBC) 


KERN 


Bakersfield (CBS) 
1000 watts 1410 ke. 


KMJ 


Fresno (NBC) 
5000 watts 580 ke. 


KWG 


Stockton (ABC) 
250 watts 1230 kc. 
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IAmerican.... 


N the “Gold Rush of “49” sales prospectors 

are seeking richer fields . .. greater yields 

per unit of advertising . . . media that dig 
wider and deeper into customer paydirt. 


-_ In New York, mother-lode of markets, the 
Journal-American penetrates deepest of any 

‘ evening newspaper... reaching more than 
7 700,000 families in the home. When you con- 


ANN AMERICAN }{ BABER Hf FOR pi} 


Segly ee ee Sie ees ee ae, eg Sees tr eo pee be 
"aR ee ne gona Cece et mesh tae tae Tet a ie ae fo aes ae wes 


iners Will Strike a Bonanza 


(@ Family Audience of the 


sider that the Journal-American outsells its 
next competitor nearly two to one you get an 
indication of the enormous selling advantage 
available through this one great newspaper 
. . - @ bonus of several hundred thousand 
customer-families with each issue. 


Sales stories “strike it rich” when they strike 
home in the Journal-American. 


~~ THEIL rn ERICAN] PEOPLE? 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE — 
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Motorola Claims 
Admiral Grabbed 
Own Video Model 


Asks Treble Damages 
in Suit; Permanent 
Injunction Is Sought 
Cuicaco—Patent infringement 
charges against Admiral Corp., 
lodged by Motorola, Inc., con- 
stitute a “spite suit” and will be 
vigorously opposed in court, ac- 
cording to Admiral’s president, 
Ross Siragusa. 

Motorola, in its suit filed in fed- 
eral district court here Jan. 5, 
accuses Admiral of deliberately 
appropriating for its own uses the 
inventions of four television re- 
ceiver patents owned by Motorola. 
The suit asks both temporary and 
permanent injunctions against 
Admiral, an accounting of dam- 
ages caused by the alleged patent 
infringement, an award of triple 
damages, and costs and legal fees. 
Attorneys did not set any figure 
on the amount of damages. 

Mr. Siragusa, cracking back at 
the rival manufacturer in the 
fast-growing video field, said he 
considers the allegations com- 
pletely unfounded. 


a “The complaint alleged in the 
suit is based upon an _ incident 
which occurred more than a year 
ago,” he continued. “Indication 
that this is a ‘spite suit’ is the fact 
that the action has been delayed 
until the time that the American 
home furniture show is now in 
session, when there are thousands 
of dealers inspecting new models; 
also the fact that the suit is timed 
immediately on the heels of the 


Digging For Facts On A 
New Richer Market ? ? 
The Asheville, N. C. market is a 


prosperous empire of 8,223 square 
miles with Asheville as its center. 


RETAIL SALES $175,275,000 
ANNUAL GROSS 
BUYING INCOME $302,709,000 


This market is first in per capita 
food and drug sales in North 
Carolina. 

Only one coverage of this moun- 
tain empire is available. 


That coverage ... effective ... 
thorough .. . economical . . . is 
thru the ASHEVILLE CITIZEN 
and TIMES ... with an ABC 
of 51,115. 


For route lists, trade information, 
surveys and market data, write, 
wire, or call. 
The KATZ Agency 
National Representatives 


announcement of a new low pric- 
ing policy by Admiral which places 
practically all sets in its radio- 
television line substantially be- 
low previous levels of all other 
manufacturers.” 

Motorola’s 14-page bill of com- 
plaint, signed by Walter H. Stell- 
ner, vice-president in charge of 
merchandising, involves video 
patents incorporated in a receiver 
introduced in 1947 as the first of 
its kind to sell below $200. More 
than $225,000 had been spent on 
research and in tooling for pro- 
duction, the company states, as 
well as extensive sums for adver- 
tising and promotion of the new 
model. 

Motorola showed the low-cost 
receiver at the January home 
goods show here last year, priced 
at $179.95. Admiral more than met 
that price, the suit charges, with 
a $169.95 display receiver that re- 
sembled the Motorola unit in size 
and general appearance. 


ws “The defendant’s offer for sale 


of said television receiver as an 
‘Admiral’ product was a false 
representation and known by de- 
fendant to be false,” the bill con- 
tinues, “in that within the cabinet 
of the 7” television receiver set 
so displayed by defendant was a 
so-called chassis... which was al- 
most entirely one of the plain- 
tiff’s actual chassis, which the de- 
fendant cut in two, reversed the 
normal positions of the cathode 
ray tube and dials, and thereafter 
soldered chassis portions together 
so that the cathode ray tube was 
visible at the left side of the cab- 
inet and the control dials were on 
the right.” 

Admiral’s display set, Motorola 
charges, still bore the Motorola 
trademark—out of sight, of course 
—part numbers, coloring identif- 
ications and other obvious mark- 
ings. Motorola consequently com- 
plained to Admiral’s president 
and, nine days after the show 
opened, “the spurious model” was 
removed. 

However, Motorola charges, last 


lt sg nice 
<a 


October Admiral began commer- 
cial production and sale of a 7” 
video receiver “which was and is 
in many material respects identi- 
cal to and copied directly from 
plaintiff’s model, and in substance 
similar to the spurious ‘Admiral’ 
television receiver” displayed at 
the January, 1948, show. 


Seiberling Promotes Two 


Jack Lotze, who has been man- 
ager of dealer development of Sei- 
berling Rubber Co., Akron, has 
been appointed merchandising 
manager. John H. Fogarty, in the 
merchandising department, has 
been promoted to advertising man- 
ager, succeeding E. B. Spoonamore, 
who has resigned. 


David Crystal Names Lane 


David Crystal, Inc., Modella di- 
vision, has named Lane Advertis- 
ing Agency, New York, to direct 
the promotion of its Sleepy-Bye 
line of infants’ sleeping garments. 
Magazines, trade publications, di- 
rect mail, newspapers and counter 
displays will be used. 


Advertising Age, January 17, | 949 
Cramer Rejoins Wile 


Marc Cramer, formerly \ ‘it) 
Films, Inc., has been appointed aq. 
vertising director of Julius \’jj. 
Sons & Co., New York, impo:teg 
and American wines and spi ‘its 
Mr. Cramer had been with Wij. 
previously from October, 1939 ty, 
July, 1941, as state sales man: ge; 
for Connecticut and Florida. 


‘Modern Bride’ Bows Soon 


Ziff-Davis Publishing Co., } ew 
York, will launch a new quarterly, 
Modern Bride, on May 17. The 
publication will be a seasonal gi ide 
of wedding fashions, furniture 
gifts and bridal procedure. J ar- 
jorie Binford Woods will be edi- 
tor-in-chief, with headquarters jy 
the Chicago office. 


Norwich Names Violon 


Ernest L. Violon has been ap- 
pointed to head the special sales 
division of Norwich Pharmaca] 
Co., Norwich, N. Y. He succeeds 
Guy L. Marsters, vice-president, 
who has resigned because of poor 
health. 
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Your advertising in STEEL 


reaches the plants that do more 


than 96% of all metalworking business 
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orge ‘49 Budget 
ill Be Largest, 
acMahon Declares 


Derroir—Norge division of 

hor.-Warner Corp. this year will 
peri more for advertising than 
ver before, using newspapers, 
,ag ‘zines, outdoor and trade pub- 
icat ons. 

Cc. H. MacMahon, director of ad- 
ertising and public relations, said 
Jorge has mapped a much larger 
se of newspapers in key cities 
built around special product pro- 
jotion programs. This is in addi- 
ion to regular dealer co-op ad- 
ertising in the medium. 

The business paper list will be 
xpanded to cover virtually every 
egment of the Norge dealer organ- 
zation. In addition to appliance 
bublications previously used, the 
ivision will run ads in publica- 
ions going to electrical shops, fur- 
iture stores, department stores, 
builders, home economists and 


bottled gas appliance outlets. 

In selecting the 1949 magazine 
and farm paper list, Mr. MacMa- 
hon said, emphasis has been given 
to purchasing power and buying 
habits of readers of each publica- 
tion. Definitely on the list are 
American Home, Better Homes & 
Gardens, Christian Science Moni- 
tor, Farm Journal, Good House- 
keeping, Ladies’ Home Journal, 
Life and The Saturday Evening 
Post. Others may be added. 

Norge’s increased use of out- 
door coincides with the increase 
in local promotions and the news- 
paper drives. Posters will be 
closely correlated with newspaper 
advertising. Ads will highlight 
Norge’s Self-D-Frosting refrigera- 
tor system and other product fea- 
tures. 

Campbell-Ewald Co. handles the 
account. 


Helene Curtis Moves 

Helene Curtis Industries, Inc., 
Chicago, has moved to a new plant 
at 4401 W. North Ave. 


‘Progressive Grocer’ 
Says Displays Boost 
Sales 100%, Minimum 


New YorK—Results of a store- 
wide display test run in Baltimore 
Market, Philadelphia, demon- 
strates the effectiveness of spe- 
cial display in food stores, Pro- 
gressive Grocer said last week. 

The food business paper said 
the test involved 34 different 
items, and that the general con- 
clusion is, “Special display is al- 
most sure to bring a minimum in- 
crease of 100% in the volume of 
a product so favored.” 

Sales of the 34 items totaled 
4,918 units when displayed in reg- 
ular shelf position, and 10,692 
units when featured at gondola 
ends. 

The store’s usual policy in- 
volves changing special displays 
weekly, selecting items for time- 
liness, and relying heavily on re- 


lated-item and multiple-item dis- 
plays to ring up maximum sales 
per sq. ft. of special display area. 

Progressive Grocer’s report 
cites what happened, percentage- 
wise, to sales of the items. On 
cider, for instance, displays per- 
formed as follows: Gallon jugs 
of cider, displayed alone in a mass 
display, boosted shelf sales 209%; 
half-gallon jugs, which had shelf 
sales of 10, were boosted to 85 
when displayed with a popular 
brand of wafers. The wafers in- 
creased 417%. 


Besig Appoints Storm 


Burt H. Storm has been ap- 
pointed sales manager of Besig & 
Co., Buffalo, printer and litho- 
grapher. The company has opened 
a new sales office in Niagara Falls. 


Gets Bus Line Account 


Tracy, Kent & Co., New York, 
has been appointed to handle the 
advertising of De Camp Bus Lines. 
New York and New Jersey news- 
papers will be used. 


EAR IN METALWORKING 


To a hundred thousand metalworking executives, these fifty-two 


es of STEEL were a weekly information service that added up 


a omplete record of the industry. Carrying significant news as it 


pp ned, up-to-date market reports, authoritative technical articles and 


gin 2ering data, STEEL provided these top executives with information 


ty 1eeded to improve production, reduce costs and increase their 


in ss. The important year ahead will be covered just as thoroughly for 


tse readers of STEEL, and for the thousands of metalworking men who 


|j in the growing number of STEEL readers during the coming weeks. 


ANSWER: 


in Greater Toronta 
Canada’s Richest 
Market! 


where more than 


80% 


of the families 
read the 


TORONTO 
DAILY 
STAR 


NOW OVER 


360,000 


Copies Daily 
+ 
80 King St. W., Toronto 


University Tower Bidg., Montreal 
In U.S.—Ward-Griffith Inc. 
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Book Counsel Fears 
TV Can Harm Culture 


New York—J. Raymond Tiffany, 
general counsel of the Book Manu- 
facturers Institute, has called 
television a “devastating compe- 
titor” to culture. 

“I have talked with a number 
of set owners,” Mr. Tiffany said 
in the Herald Tribune, “and with- 
out exception they have said that 
the whole family was reading less 
than before they installed televis- 
ion. One devoted reader told me he 
had canceled his book club sub- 
scription because he now lacked 
the time to read as he formerly 
did.” 

He continued: “The answer 
seems to be better books at reas- 
onable prices, greater and wider 
distribution, a greatly increased 
number of outlets with increased 
discounts to retailers, more effec- 
tive advertising, using TV as a me- 
dium.” 

Mr. Tiffany added the sugges- 


tion that “television, while a defi- 
nite competitor for the readers’ 
time, can be turned to good advan- 
tage to promote the cause of books 
and culture. But it will not happen 
unless those interested bring it 
about. The time to do this is now.” 


Lehn & Fink Names Bell V.P. 


Hugo L. Bell, who joined the 
company in 1927 and was named 
assistant to the president in 1928, 
has been named vice-president in 
charge of sales and merchandising 
of the Lehn & Fink division, Lehn 
& Fink Products Corp., New York. 
He has been a vice-president since 
1930, on the board since 1932, and 
will continue to supervise the for- 
eign business of the company, as 
he has for the past two years. 


Seamprufe Sets Drive 


Seamprufe, Inc., New York, will 
lauch a campaign for Calypso col- 
ors in lingerie within the next 
month in Bride’s Magazine, Charm, 
Cosmopolitan, Harper’s Bazaar, 
Ladies’ Home Journal, Mademoi- 
selle, Modern Screen, Motion Pic- 
ture, Movie Story Magazine, Pho- 


SIGNS ‘WILDCATS’—Willis Munro, advertising manager, Ashland Oil & Refining Co., 

Ashland, Ky., signs a contract making WLAP, Lexington, the key station of the 

Kentucky Sports Network for broadcast of the University of Kentucky Wildcats bas- 

ketball games throughout the state. Seated with him is J. E. Willis, general manager, 

WLAP. Standing (left to right) are Bernie Shively, athletic director, U. of K., and 
J. B. Faulconer, sports director of WLAP. 


toplay, The New Yorker, Today’s|Home Companion. Wesley As- 
Woman, Vogue and Woman’s|sociates, New York, is the agency. 
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Bounce, flexibility, action. The Herald-American has it. That’s why so many Chicago men 
and women between the ages of 15 and 50* read the Herald-American every evening. 


Lively, action-packed pictures, the nation’s top features and well-rounded news coverage 
clearly and concisely written give the Herald-American a compelling attraction for youthful, 


up-and-doing Chicagoans. 


In the Herald-American, your advertising reaches Chicago’s most active market—the young 
able-to-buy families in the process of accumulation—the largest evening newspaper audience 


in Chicago. 


*A complete analysis of the Herald-American readership, including Age, Sex, Employment, 
Rentals and Family Status is available to advertisers in a recent study by Alfred Polit 
Research, Inc. Write for your copy of “Characteristics of Chicago Herald- American 
Readers.” It contains the answer to more profitable coverage of the rich Chicago market. 
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@cHICAGO HERALD-AMERICAN 


EVENING AND SUNDAY—when the whole family is together 


EVENING CIRCULATION 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


OVER 500,000—SUNDAY OVER A MILLION 


Advertising Age, January 17, 


Paper-Backed 
Books Led ‘48 
Publishing 


New York—The king pins of the 
book publishing business in 94 
were paper-back quarter bo ks 
which last year sold some 1}5.. 
000,000 copies, Bennet Cerf re. 
ports in the Jan. 15 Saturday %.- 
view of Literature. 

He says that, in a single mcnth 
this fall, distributors figure ‘hat 
“over 12,000,000 quarter books 
were shipped by the publishers 
divided roughly as follows: 
Pocket Books, 3,500,000; Bantam. 
3,000,000; Signet, 1,500,000; Avon. 
1,250,000; Dell, 1,200,000; Popular. 
1,000,000; miscellaneous, 500,000.” 

The result, according to Mr 
Cerf, is “their brethren in other 
classifications...are threatening 
to enter the field, and some of the 
smaller producers already present 
promise more titles per month and 
bigger printings. The leaders try 
to disguise their trappings of gold, 
and pray that too many books 
won't spoil the cloth...” 


949 


w Otherwise, Mr. Cerf found that 
book publishing in 1948 was a 
year of trimming frou-frou— 
“large cocktail parties, costing 
thousands and accomplishing 
nothing, are a thing of the past; 
advertising budgets have been 
trimmed drastically; top execu- 
tives have rolled up their sleeves 
and gone back to work.” He fore- 
casts a profitable year in 1949, if 
“costs and overhead can be pegged 
near present levels, if lists can be 
held down (there is still too much 
trash being published) and if the 
promise of several big books on 
the horizon is fulfilled.” 

He thinks publishers would be 
badly advised to reduce general 
royalty rates of authors, and he 
plugs a 10% cut for publishers in 
‘important subsidiary rights like 
motion pictures and radio...” 

Hard-cover reprints and “sexy 
and spurious historical novels” 
were among the publishing casu- 
alties of 1948. 


s He also reports the distribution 
of 25¢ books by classification: 
Mysteries are still tops, 35,000,000 
sold last year but down 1,000,000 
from 1945, and they accounted 
for 26% of the total volume, com- 
pared to 55% in 1945. Westerns 
boomed, rising from 2,000,000 to 
24,000,000, and sex hit the upper 
brackets: “So called ‘risque’ ti- 
tles were up from 1,000,000 to 20,- 
000,000. (In case anybody wishes 
to protest this figure, I have the 
statistics to prove it.)” 

Light romances rose from 3,00‘),- 
000 to 11,000,000; direct movie 
tie-ups from relatively nothing ‘o 
7,000,000; sport subjects from ,- 
000,000 to 4,000,000. Establish d 
best sellers accounted for on y 
5,000,000 of 1945 sales, and only 
9,000,000 in 1948. 


Orr Appoints Isaacs V. P. 


Jerome L. Isaacs, attorney {fr 
advertisers and advertising age 
cies, has been appointed vic 
president and a member of t 
plans board of Robert W. Orr & A 
sociates, New York. Harvey Cus 
man, formerly with Doherty, Cl: 
ford & Shenfield, New York, h 
joined Orr as an art director, a! 
Joseph Divine, formerly with Pe: 
lar & Ryan, New York, has join: 
the research department. 
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IF YOU USE CAR CARD 
for FREE Sample . 


Send 
“CARDISPLAY’ 


_ UNIQUE POINT-OF- nal 
cat -CAR-CARD HOLDER | : 


CARDISPLAY CO. ‘ 
1004 MARQUETTE AVE. MINNEAPOLIS, MIN 
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A.ti-Trust Charges 
Ht Five Washington 
Carysler Outlets 


‘ EATTLE—Five automobile deal- 
ers authorized wholesalers for 
Ch ysler Corp. parts and engines 
in Vashington state, have been in- 
diced for combination and con- 
spi:acy to fix and maintain prices 
for parts and engines. 

The indictments have been re- 
turned by a federal grand jury 
uncer the Sherman Anti-Trust 
Act. It is believed the first action 
of ts kind in the U. S. 

The five corporations under in- 
dictment sell more than 90% of 
Chrysler Corp. parts and engines 
used in the state, the charge speci- 
fies, and during the past two years 
their parts and engine sales ex- 
ceeded $9,000,000. 

Two officers of each corporation 
were also indicted, as were two 
trade associations which the whole- 
salers are said to have operated 
through. 

The grand jury held that in 
November, 1946, the defendants 
agreed on a 5% increase in west- 
ern Washington on piston rings, 
carburetors and other Chrysler 
parts which are competitive with 
interchangeable parts produced by 
other manufacturers and sold gen- 
erally by auto supply houses, gar- 
ages and filling stations. At the 
same time, the indictment reads, 
the authorized wholesalers agreed 
to a 15% increase on non-competi- 
tive parts, such as fenders and 
grills. In January, 1948, another 
10% allegedly was added to non- 
competitive prices. Similar  in- 
creases are alleged for eastern 
Washington. 

The five authorized wholesalers 
under indictment are: S. L. Sav- 
idge, Inc.; American Automobile 
Co. and Commercial Automotive 
Service, all of Seattle; Winthrop 
Motor Co., Tacoma, and Riegel 
Brothers, Spokane. Each of these 
is a retail dealer of Chrysler cars 
as well as a wholesaler of parts. 

No date has been set for trial. 


Reinhold Shifts Three 


Fred P. Peters, formerly editor- 
in-chief of Materials & Methods, 
published by Reinhold Publishing 
Corp., New York, has been named 
a vice-president of the company 
and publishing director of the 
book division. He succeeds Fran- 
cis M. Turner, publishing director, 
who will devote his time, as vice- 
president, to author contacts. 
Theodore C. Du Mond, managing 
editor of Materials & Methods, has 
been appointed editor. Mr. Peters 
will continue with the publication 
as editorial director. 


Scherman Joins Four A's 


&. Sykes Scherman, formerly 
assistant account executive of 
Compton Advertising, New York, 
has joined the executive staff of 
the American Association of Ad- 
vertising Agencies, New York, 
where he will assist Kenneth God- 
froy in the field of media opera- 
lions, research and radio and tele- 
Vi ion production. 


e MOST Effective 


ADVERTISING, ns 
MERCHANDISING, | 
and EDITORIAL 


INFLUENCE =—t 
in the DAKOTAS . 
)AKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
rtrne WMonwge 


JP MALONEY. «7 


American Net's Selective 
Sales Increase 5% 


American Broadcasting Co.’s 
spot (selective) sales department 
gained 5% over 1947, Murray 
Grabhorn, network vice-president 
in charge of owned and operated 
stations, reported in New York. 

Major contributor to the peak 
volume was the 25% increase in 
program time sales by the spot 
sales department, which represents 
ABC’s five owned and operated 
radio stations. 


American Express Elects 
Mathews Vice-President 

Robert R. Mathews, former gen- 
eral manager of the advertising 
department of American Express 
Co., New York, has been elected 
vice-president in charge of adver- 
tising. Mr. Mathews joined the 
company in 1935. 

American Express will spend 
about $1,000,000 in 1949 through 
four agencies: Benton & Bowles 
for travelers checks, Kelly-Nason 
for world-wide travel service and 


vertising manager in charge of 
packaged tours, Caples Co. for) products bearing the Woodbury 
money orders and foreign remit-| name, respectively. 


tances, and Cecil & Presbrey for 
travel promotions. 


fot ®| shots 


Stock photos ef children fer 
advertisers, agencies, publishers, 
etc. 8x10 glossies only $1.50 es. 
Ask for FREE proofs. You can order specially 
posed “TOT-SHOTS”— average price $5 ea. 
1127 Wilshire Blvd., Los Angeles 14, Calif. 


Raises Holyoke and Jurgens 


Robert F. Holyoke and Louis 
B. Jurgens of the advertising de- 
partment of Andrew Jergens Co., 
Cincinnati, have been promoted to 
assistant advertising manager in 
charge of products bearing the 
Jergens name, and assistant ad- 


You could scarcely say that Jack Lawler 
“roared”’ through the ‘Roaring Twenties’ — 


Jack Lawler knew which way he was headed, 


even back in the “Roaring Twenties”... 


for he isn’t the roaring type. 


But even when this 1928-vintage photograph 
was taken, Jack’s salad days were long since 
past. He knew where he was going, and had 
definite ideas about how to get there. (He still 
serves the first account he ever contacted in 


the agency business— 1920). 


Jack ‘“‘came up the hard way’’. He worked at 


believes in “pointing out pitfalls without push- 
ing a client into them’’! His friends and asso- 
ciates know him as a “‘middlebrow’”’ man— 
friendly, affable, competent, clinging to his 
time-proven convictions like a dog to a root! 


The Hamilton Agency—and Jack Lawler— 
have been calling on the services of Partridge 
and Anderson since way back in the ‘‘Roar- 
ing Twenties.” 


selling subscriptions, advertising space, 
graphic arts supplies . . . served as agency pro- 
duction manager, copywriter, account execu- 
tive—until he reached his present post as presi- 
dent of Hamilton Advertising Agency, Inc. 


Sound, seasoned agency man that he is, Jack 


712 Federal St. + Chicago 5, Ill, + Phone HArrison 7-3732 
Electrotypers + Nickeltypers + Matrix Makers + Stereotypers 
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advertising 


HE GOT RESULTS 


Out-pulled other paper 2 to | 


“My classified ad in ADVERTISING AGE’s 
‘Advertising Market Place’ was so successful 
that I have decided to run it again. Please repeat 
the same copy; I am enclosing check in payment. 
While I don’t want you to use my name, you can 
say that ADVERTISING AGE has pulled about 
2 to 1 over another paper with a higher rate.” 

Yes, you do get results — lots of results — 
when you tell your story to the top men in 
through ADVERTISING AGE’s 
“Advertising Market Place.” It’s the place every- 
body looks for jobs, for men, for office equip- 
ment, for mailing lists, business opportunities, 
goods and services. It’s the number one place to 
tell your story if you want results! 


lave. 


ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—PERSONNEL 
209 8. State St., HA 7-2063, Chicago 


CATALOG PRODUCTION ASS'T 
for auto parts mfr. Temporary assign- 
ment or permanent spot...to help pro- 
duce parts catalogs. Experience neces- 
Ssary-man or woman will do. For app’t 
phone CA 5-4350, Mr. Cooper. (Chgo) 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL - 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


Space Salesman experienced selling mail 
order accounts New York territory to join 
staff national monthly family magazine. 
Liberal salary & bonus. Opportunity 
rapid advancement-give complete details. 

Box 9915 ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 
Copywriters 
Production Man—Printing 
Advertising Assistants 
Artists ........ Top Salary 

. SHAY AGENCIES 

30 W. Washington Chicago 2, Ill. 


Information for Advertisers 


No. 3220. Transportation Advertis- 

ing Market Data Manual. 

The National Association of 
Transportation Advertising has 
prepared this reference book on 
transportation advertising circu- 
lation, rates and population served, 
for the entire U. S. It includes a 
ten-study summary of the Contin- 
uing Study of Transportation Ad- 
vertising and general information 
on the medium. 


No. 3221. Booth Michigan News- 
papers Market Data Folder. 
The Michigan market outside 

of Detroit and its coverage by 
Booth Newspapers are reported in 
this file, issued by Booth. Separate 
folders for Ann Arbor, Bay City, 
Flint, Grand Rapids, Jackson, 
Kalamazoo, Muskegon and Sagi- 
naw, each one providing a map and 
market data, are included in the 
file, with one that reports Booth’s 
dealer service plan and contains 
business indexes for the market. 


No. 3222. Standard Market Data 
for Pasadena, Cal. 

The Pasadena Star-News has 
published this market data folder, 
which conforms to the standard 
torms of the Bureau of Advertis- 
ing and Four A’s. It includes a 
separate illustrated spread on 
Pasadena as a retail market, with 
a color map of the San Gabriel 
Valley. 


No. 3224. 15 Years of Public Ser- 
vice. 


cates this brochure to the weekly 
newspaper editors and publishers 
of northeastern Wisconsin and, 
along with pictures of the CBS sta- 
tion’s staff and studios, features 
the newspaper men, their papers, 
and the markets they serve. 


No. 3225. Supermarkets in the 
U. S., 1939-1948. 

Supermarkets’ state-by-state 
growth in number and volume of 
business in the U. S. is shown in 
this study, published by Super 
Market Merchandising. From 1940 
to 1948, the report says, the 
annual volume of supermarkets 
quadrupled, and the number al- 
most doubled. 


No. 3226. Story of the $100,000 
Study of Theaters for Movie 
Advertising. 

This folder, published by the 
Movie Advertising Bureau, pro- 
vides a summary of the bureau’s 
study of theaters for movie ad- 
vertising; shows how the study 
can help an advertiser build a 
movie advertising program in line 
with his distribution, and shows 
how to schedule screen space ef- 
ficiently. 


No. 3207. Household Appliances 
Owned by New York Times 
Families in New York City and 
Suburbs. 

A large market for replace- 
ment sales among readers of the 
New York Times is indicated in 


this report of a survey made by 
the Times’ research department. 


Celebrating its 15th aniversary,| Among readers who own mechani- 
U. S. News & World Report has ' ca) refrigerators, the survey shows, 
issued this handsome brochure to 484% have units ten or more 
mark the event. It outlines the | years old. Among vacuum cleaner 
publishing theme and editorial owners the percentage ten years 


policy, and makes a pledge for the 
future. 


| 


| 


old or older is 40.7. The question- 
naire listed 13 household ap- 
pliances, and readers reported on 


No. 3223. WTAQ and the Green ownership, make, age of unit, and 


Bay Countree. 


make they would buy if they 


WTAQ, Green Bay, Wis., dedi- purchased a new model. 


USE COUPON TO OBTAIN INFORMATION 


! 

| Readers Service Dept., ADVERTISING AGE | 
| 100 E. Ohio St., Chicago 11, IIL. 
| 

| Please send me the following (insert number of each item wanted) | 
ERs Oil 2710 a | 
| 
J) ansosoccsssnnnssnsessvoososornsnnnsconsseesencennonsnsnsnessnsnensesneseibonseceneesusnsasansssneeseccenececeressseeseesennen | 
| 
J correseerssessssseeeeonanscannnneecensnnunnnnnnnsnnnsnnnnnnnnncenenneseessssunnsssnnssnsnnesensessnneeeeenecececescsssssin | 
EIRENE SE eee eee od CEES ER Ree Oa Ee ERROR: | 
a a a 
EEE ence ae Ne TTF ew RTE Ne oe Te aT ; 
| 

| Ne TER: ailtiauitniiuiaititadldstiacianiiatnnnadeheiniass | 
& 


SALESMAN-WRITER 
Salesman writer wanted by mid-west in- 
dustrial film producer. Must be good 
slide-film and motion picture script 
writer and able to make contacts and 
conclude own deals. Excellent opportun- 
ity for right man. Write or wire: 
Box 9939, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
EXECUTIVE SECRETARY for principal 
in advertising agency located North Mich- 
igan Avenue. Agency or media experience 
desired. Salary depends on qualifica- 
tions. Superior 7-3116 (Chicago) 


POSITIONS WANTED 


OPEN PROFITABLE BRANCH 

AGENCY IN LOS ANGELES 
Seasoned Account Executive and Manager 
available January, welcomes correspond- 
ence with recog. agency desiring establish 
active branch in California. Huge indust. & 
comm. expansion here—clients below top 
billing level need national service at sen- 
sible cost. Am proved operator of profit- 
able branch. Adaptable—will fit into your 
orgn. Age 34, 11 yr adv. experience, good 
contacts. Refs. Seeking permanence 
through helping build your agency's vol- 
ume, reputation, profits. Let’s discuss! 

Box 9923, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Promotion-Editorial. Now advising 1,000 
businesses in 46 states on public rela- 
tions and promotion. Know-how in engi- 
neering, merchandising, education, also. 
Box 9935, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Capable young woman expd. in 2 fields. 
Advertising: good copy and rough layouts. 
Publishing: editorial and production bkgd. 
A., 5 yrs. exp., locate Chicago only. 
Box 9910, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRODUCT MANAGER with important 

nat’l consumer co. seeks opportunity de- 

velop new products or expand your pres- 

ent line. Thorough experience sales, advt., 

research, mdsing. College, married, etc. 
Box 9926, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Top notch space man with large midwest- 
ern & southern industrial & agency ac- 
ceptance available soon. Knows editorial, 
research & promotional departments. 
Over 15 years experience on trade press. 
Present firm knows of this ad. 

Box 9927, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Versatile fast working Art Director seeks 
steady position or free-lance work. Can 
produce modern layouts that SELL also 
finish artwork—lettering, spots, re- 
touching, designing, etc. 

Box 9928, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


College graduate, ad major with 2 years 
agency experience seeks position with 
small agency or company ad dept. 

Box 9929, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
COPY EDITOR of Sales Training Material, 
Manuals, Advertising folders, house or- 
gan, letters. Broad experience with nat. 
sales org. Free lance or perm. 

Box 9930, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Sales, Merchandising, Advertising 
experience - totaling 12 yrs. - shortly 
available to best (not necessarily high- 
est) bidder. Prepared to sell home and 
move family. 
Box 9931, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Contact—Young executive now employed 
in med. size Chicago agency. Experienced: 
Foods, shoes, apparel, books, cameras, 
$200,000 to $1,250,000. Min. salary $7,200. 
Box 9932, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AD MAN SEEKS 

HIGHER LADDER 

Well grounded agency ad man, who can 
pacify accounts with resultful ideas, 
seeks new connection. Experience in- 
cludes merchandising and sales promo- 
tion with industrial, food, durable goods & 
institutional firms. Top-flight copywriter 
& sales planner. College grad. Age 39. 
Box 9933, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ler cord discounts on multiple insertions and space over 5 inches apply on display 


POSITIONS WANTED 


Agency Art Director with 18 yrs. exper- 
ience desires to make a change within 
Chicago. Extensive background in mer- 
chandising, engraving, typography and 
printing. Thorough knowledge of Agency 
Operation. Can execute “Comps”. 

Box 9925, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

COPYWRITER 

Capable yng woman copywriter and acc’t 
exec. for adv. agcy. or mfr Chicago area. 
Extensive background. 

Box 9934, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Adman wants an opportunity towork hard- 
er for more money. Young, capable, honest. 
Copy experience in all media. Layout and 
production, too. College grad. Single. 

Box 9936, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
INDUSTRIAL ADVERTISING MANAGER 
Can assume full responsibility for adver- 
tising, publicity, direct mail, sales pro- 
motion, house organ. Softens markets 
with program geared to sales objectives. 
Company and 4A agency industrial adver- 
tising background; record of achievement. 

Box 9937, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Able, attractive young woman with fine 
space-sales record wants position rep- 
utable publication in New York City. 

Box 9940, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 

Versatile Artist—Modern layout basic 
forte, but exceptionally capable letter- 
ing and finished art. Industrial adv a 
specialty. No temperament. 

Box 9938, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 
My Patent + Your Skill = $$$. Defense 
training target. Spectacular adv medium. 


Vast $ potentials. Sell, easy terms resp. 
party. Details Bx 2332, Hollywood 28, Cal. 


Advertising Age, January 17, i9y 


REPRESENTATIVES WANTE): 
SIGN-DISPLAY “ 


REPRESENTATIVES 
Business founded late eighties en oy, 
prominent position in industry anc hj, 


reputation production lithographe  ,,, 
screen processed metal counter, {fj,,, 
displays, indoor and outdoor signs 


Opportunity to become exclusive ep, 
sentative on liberal commission _ pag, 
exists in several territories. Expe ien,, 
selling these mediums not essenti:| },, 
some similar experience, creative  }jj); 
and successful selling record re: \isi, 
to consideration. 


Write immediately stating age, « xpe 
ience, present activity, past and p es. 
connections in detail. Interview w |) 
arranged. Negotiations treated in st; 
confidence. 
Box 9922, ADVERTISING AG! 
100 E. Ohio St., Chicago 11, 
REPRESENTATIVES AVAILAB F£ 
PUBLISHERS REPRESENTATI\E 
West Coast Territory 


Can handle one more mass, class ub) 
cation, trade paper or good directo, 
Considerable experience in adver ising 
merchandising, promotion. Commiss\ 
basis. Advertiser, Room 431, 257 Sow 
Spring, Los Angeles 12, California. 


MISCELLANEOUS 

More Money For Preduction Mgrs. 
All typography and printing, letterpres 
or offset, billed to your agency throug 
me, will net you 10% of the billing. | 
is an additional income for you which wi 
be held strictly confidential. We spe. 
cialize in the printing of Catalogs, Pub). 
cations, Folders, Circulars, etc. Estimate 
furnished if desired. Write to Allan De. 
Forte, 760 - 67th St., Brooklyn, N. Y. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 
get it with 
ADVERTISING MIRRORS 
eee 


MIRRO-PRODUCTS COMPANY 
High Point 2, Nerth Carolina 


sound ideas and ability? 


Are You This 


ACCOUNT EXECUTIVE? 


e Are you an alert, energetic business getter? An ac- 
count executive under 40 years of age — with vision, 


Looking for a permanent 


connection with a fully recognized agency where there 
is the opportunity of acquiring stock in the company ? 
If you are, we are interested in you. Write and tell us 
about yourself. All inquiries treated confidentially. 
Our men know of this advertisement. 


Box 7250, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Wanted: CHICAGO 
Adv. Representative 


A real money-making opportunity exists 
for an experienced advertising salesman 
as our Chicago representative. 


We are a monthly business magazine es- 
tablished 14 years ago during the depres- 
sion. The publication has increased its 
advertising revenue each succeeding year 
without exception. 


Nationally we are the leader in our field. 
Due to absence of representation in the 
Mid-West since our start, we are not even 
close to realizing our potential there, al- 
though present contracts are substantial. 


We want the Mid-West built up. Most of 
the prospects are in Chicago, but occa- 
sional trips to neighboring states will be 
necessary. Representative will be sup- 
ported by continual promotion. An ag- 
gressive, persistent, farsighted salesman 
can achieve exceptional earnings within 
two or three years. 


Box 7244 ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


A GHOST WANTS A JOB 


MAGAZINE PRINTING | 


If you are the publisher of a maga- || 
zine, and would like to place the print- 
ing in a smaller midwestern town, 
where you can get good workmanship 
and service, without labor trouble, 
write Box 7240, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Il. 


Here’s a confidential writer for a top 
executive who wants his speeches and 
reports to make headlines, to reflect an 
incisive grasp of industrial & social 
trends, and a clear interpretation of 
statistical data. Author of several 
books, with wide experience in public 
relations. Box 7246, ADVERTISING 
a 330 W. 42nd St., New York 18, 


ACCOUNT EXECUTIVE 
$20,000 Year to 


Start 
Highly rated, fully recognized Chicago 
Advertising Agency. Man who could 
take over Presidency eventually. Must 
be experienced contact man and ood 
closer. Write fully and mention ap- 
proximate annual billings you contro! 
now. For a real producer, who wants 
to become top principal, this is an ex- 
ceptional opening. All replies in  on- 
fidence. Address 


Box 7247, ADVERTISING AC 
100 E. Ohio St., Chicago 11 


Do You Need to 
STRENGTHEN YOUR ORGANIZATIO 


Executive . . . energetic, capable, » th | 
broad background in business and sc ¢ 
management, advertising, merchandis' 2 
engineering and economics. Unusual c 2 
lytical ability. Experienced chief cc 
writer, account executive and plans nr 
Industrial and consumer fields. Persona! @ 
41. Pleasant. Co-operative. Family. Av 
able at $15,000. Box 7237, ADVERTIS! > | 
AGE, 100 E. Ohio St., Chicago II, Ill. 


WHO DO YOU WANT IN ’49” 
Could it be a young (30) ad exec ith 
plenty of copy savvy—both nationa! :¢ 
retail . contact-wise 58 
creatively? Have that burning desi: 
get things done—something not now 0° 
sible in present antiquated spot. I: ° 
ested? (Clients or agencies) Write 
7249, ADVERTISING AGE, 100 E.  »° 
St., Chicago 11, Ill. 
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Radio Stations’ ‘47 
Expenses Hit 79% 
of Revenues: NAB 


\VASHINGTON—Broadcasters’ op- 
ing expenses took 79% of 

r total revenues in 1947, Na- 
tional Association of Broadcasters 
reports on the basis of a study 
it made of Federal Communica- 
tions Commission data. 

NAB’s study shows that 944 
net vork-affiliated stations had 
93.1% of their revenues remain- 
ing after expenses (but before fed- 
era! taxes) in 1947, compared with 
98.5% for 791 such stations in 
1946. For 362 stations not affili- 
ated with major networks, how- 
ever, income before taxes was 
only 9.2%, compared with 13% for 
162 stations in 1946. For all 1,306, 
net income before taxes in 1947 
was 21% of revenues, compared 
with 26.5% for 953 stations the 
previous year. 


er: 
the 


s For the 1,306 stations covered in 
the study, technical expenses took 
12.1% of revenues in 1946, com- 
pared with 13.5% in 1947; program 
expenses went up from 10.4 to 
11.9%; selling expenses advanced 
from 11 to 11.83%; and general and 
administrative expenses rose from 
23.8% in 1946 to 26% in 1947. 

In the breakdown of selling ex- 
penses, the network stations in 1947 
are shown to have spent 6.2% on 
wages, salaries and commissions, 
against 5.7% the year before. Their 
other selling expenses (including 
advertising) dropped slightly— 
from 4.6 to 4.5%. For non-network 
stations, selling wages, salaries and 
commissions dropped from 9.9% 
of 1946 revenues to 9.5% of °47 
income, and all other selling costs 
dropped from 5.1 to 4.4%. 

Figures are given separately for 
station groups by power of sig- 
nal. 


Names Honig-Cooper 


Leo J. Meyberg Co., San Fran- 
cisco, distributor of RCA Victor 
television receivers, has named 
the San Francisco office of Honig- 
Cooper Co. to direct an advertising 
campaign in the Bay Area. 


Newell Leaves Admiral 

Richard W. Newell has resigned 
as West Coast advertising mana- 
ger of Admiral Corp. 


WE NEED A SALESMAN 
ON FEB. 15 


New firm of national reps selling announce- 
ments in Super Markets opening New York 
office. The man we're looking for probably 
knows advertising managers of larger food 
companies. If he knows something about 
this newest media, so much the better. The 
job—and it is a job, not a position—pays a 
nominal salary plus commission. The man 
we select will be in full charge of our New 
York office. He’ll start off by making a liv- 
He should wind up making at least 
$15,000 a year. We will arrange personal 
interviews in New York on February 2 and 
3 based on your letter. If you think you’re 
the man we need, tell us all about it now. 


Box 7248, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
GENERAL MANAGER 
FOR ADVERTISING AGENCY 


W il known Chicago advertising agency has 
ning for a high type of agency business and 

neial manager. The man we want should 
h -e well rounded experience in all phases of 
& ncy management, finances, taxes, credits 
® ections and office operation. Ability to serve 
© nts as account executive desirable but not 
t essary. A commensurate salary will be paid 
the man who meets our requirements. Our 
>» ple know of this ad and your reply will be 
h d strictly confidential. Address: 


Box 7251, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


VERSATILE — CREATIVE 

S asoned man—18 yrs. in _ publishing, 
S: es, public relations (5 yrs. in own busi- 
nN $s), publicity — now available. Age 42. 
U iv. graduate. Married — family. Exp. 
' important nat’l industries. idwest 
bP eferred. Salary, $10,000. Box 7245, 
A VERTISING AGE, 100 E. Ohio St., 
C icago 11, Il. 


Sound Writing to Hauck 


Roland Hauck Groups, San 
Francisco, has been appointed to 
handle direct mail and newspaper 
advertising in northern Califor- 
nia for Sound Writing, Inc., San 
Francisco distributor of autograph 
dictation instruments. 


Changes to Bart & Getschal 


Stuart Bart, head of Stuart 
Bart, Inc., New York, has included 
the name of his associate, Budd 
Getschal, in the title of the agency, 
which is now known as Stuart 
Bart & Getschal. 


Maxon Moves Temporarily 


Pending occupancy of its newly 
purchased building at 12 E. 53rd 
St., New York, Maxon, Inc., has 
moved its New York office from 
570 Lexington Ave. to 25 Broad 
St. 


McRoberts Appointed 


J. F. McRoberts, formerly with 
Krause Plow Corp., has been ap- 
pointed vice-president and central 
sales manager of Independent 
Farm Industries, making his head- 
quarters in Chicago. 


New Architectural 
Bi-Weekly Will Be 
Published in March 


Los ANGELES—Architectural Pro- 
ducts, “the national newspaper for 
architects,” will invade that field 
March 10 when the first issue of 
the controlled circulation bi- 
weekly is mailed to “every regis- 
tered architect of available record.” 

The new publication is being 
launched by John Entenza, editor 
and publisher, and Robert Cron, 
advertising manager of Arts & Ar- 
chitecture, controlled circulation 
monthly also published here. Ar- 
chitectural Products, in newspaper 
format, will be issued every second 
Thursday. 

First mailing will total 16,000 
copies, Mr. Cron said, and the new 
publication already has a “grati- 
fying number” of charter adver- 
tisers. The page rate is $490, from 
$45 to $500 less than the corres- 
ponding rates of the three leading 
national architectural publications, 


and a prospectus announcing the 
new paper emphasizes that Archi- | 
tectural Products “will become the | 
undisputed leader in coverage of 
American architects through its) 
policy of controlled and blanket 
coverage.” 

The West Coast publication has 
compiled a list of 15,174 registered 
architects during the past six 
months, Mr. Cron said, and in- 
tends to keep it up to date. Until 
its circulation can be submitted 
to acceptable audit, “it is guaran- 
teed without qualification,” he 
said. Its editorial material will 
be confined to news related to 
architectural products. 


Washer Group Elects 


H. Paul Nelligan, head of the 
Easy Washing Machine Corp., Sy- 
racuse, has been elected president 
of the American Washer and 
Ironer Manufacturers’ Association. 
Other officers are: C. G. Frantz, 
president of Apex Electrical Mfg. 
Co., Cleveland, Ist vice-president; 
Oscar A. Lenna, president of 
Blackstone Corp., Jamestown, re- 
elected 2nd vice-president; W. 


Neal Gallagher, president of Auto- 
matic Washer Co., Newton, Ia., 
3rd vice-president, and Howell G. 
Evans, vice-president of Hamilton 
Mfg. Co., Two Rivers, Wis., treas- 
urer. 


publication 
completely covers 
the billion dollar 
candy market 


(CANDY JINDUSTRY 


1st jn Audited Circulation* 
1st jn Advertising Lineage** 
1st in Readership*** 


*As compared with any publication in this 
field published monthly or more frequently. 
**Continuing Study of Candy Industry Ad- 
be re A on uest. 
***As proved by independent survey—copy 
available. 


Don Gussow Pusuications Ine. 


Campy INDUSTRY * BOTTLING -iMDUSTRY 
CANDY INDUSTRY CATALOG & FORMULA BOOK 


107? WEST 4)r¢ STREET. NEW TORE 18 
30 WO LA SALLE STREET CrvCaGO 2. himmors 
poston ant ° are 


...along these lines 


RADE MARK SERVICE in the ‘yellow pages’ (clas- 
sified section) of the telephone directory is the 


logical way to guide prospects to your authorized 
dealers. 


With Trade Mark Service, your prospects need 


only look in the ‘yellow pages.’ There they will see 
your trade-mark and brand name displayed with a 
list of local outlets in their community...and they’re 
put on the right road to see and buy your products. 


You can buy Trade Mark Service in classified 


satisfied customers. 


directories throughout the country with a com- 
bined circulation of 28,000,000. It helps make your 
national advertising more effective, builds more 
business for you and your dealers, and creates more 


For further information, call your local 
telephone business office or see the latest 
issue of Standard Rate & Data. 
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Grand Rapids Adclub 
Offers lst Annual 
‘Forum for ‘49’ 


GRAND Rapiws, Micu.—New 
trends in advertising and mer- 
echandising will be studied at a 
one-day clinic, “Forum for °49,” 
here Jan. 21 in the first of an an- 
nual series planned by the Ad- 
vertising Club of Grand Rapids. 

Six panel sessions, with round 
table discussions, will start off at 
8 a.m., concluding with an even- 
ing banquet at which Edgar Kobak, 
Mutual Broadcasting System pres- 
ident, will present “1949—A Year 
of Challenge to Advertising.” Ad- 


Vid 


vertising and sales executives from 
Michigan, Ohio, Indiana, Illinois 
and Wisconsin have been invited 
to attend the clinic, for which a 
registration fee of $15 has been 
set. 

At the various sessions, ““The Big 
Job Ahead for Advertising” will 
be discussed by William N. Con- 
nolly, chairman, Association of Na- 
tional Advertisers; new trends in 
advertising will be presented by 
G. E. Simons, advertising manager, 
major appliances, General Electric 
Co.; new patterns in sales promo- 
tion will be described by H. Ford 
Perine, Life’s merchandising di- 
rector; “Advertising’s New Re- 
sponsibilities” will be outlined by 
Thomas D’Arcy Brophy, chairman, 


— 


LAURENCE, INC. js 


a” Sule 


(547 SOUTH C'ARK STREET * CHICAGO * WABASH 6284. 


Four A’s; new marketing prob- 
lems will be covered by Sherwood 
Dodge, vice-president in charge of 
media and research, Foote, Cone & 
Belding, and “A Consumer’s View- 
point” will be offered by Colston 
E. Warne, president, Consumers 
Union. Elon G. Borton, president, 
Advertising Federation of Amer- 
ica, will preside at the banquet 
session. 

Advance registrations for the 
clinic, at the Pantlind Hotel, are 
being handled by A. William Ho- 
necker, secretary of the club, at 
145 Franklin St., S. W. 


Don Lee Promotes La Frano 

A. J. “Tony” La Frano, chief 
production supervisor of the Don 
Lee network, has been promoted 
tc the position of director of op- 
erations of the entire AM, FM 
and television operation of the net. 


Young's Stores Names Lanning 


Nathan S. Lanning, former ac- 
count executive of Hirshon-Gar- 
field, New York, has been ap- 
pointéd sales promotion manager 
of Young’s Hat Stores, New York. 


Hotpoint Boosts 
Water Heater 
Sales Goal 


Cuicaco—Hotpoint, Inc., has set 
a 1949 sales goal double that of 
*47 for its electric water heaters, 
and its sales district specialists 
are helping distributors and deal- 
ers get set for the March-June 
peak selling season. 

As part of the program to build 
water heater sales, the company 
is expanding its national advertis- 
ing budget 40% for this appliance, 
and will continue to emphasize 
the “Magic Circle” theme for the 
pressurized heating units. The ad 
campaign, in national magazines, 
is part of a substantially expanded 
merchandising program for the 
full line of Hotpoint appliances 
(AA, Jan. 3). 


Hotpoint’s new water heater 
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the retailers who buy and sell the nation’s home furnishings ? 
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plant in Milwaukee has attain « , 
rated production of 5,000 uns , 
week, assuring a steady supp) » ;, 
dealers, but the water heaters jj 
be continued on allocation to 
tributors at least during the ry 
quarter of ’49. 


@ Leonard C. Truesdell, mar <et. 
ing vice-president, told a ree 
development group that it is 
dealers recognize that they riuy 
go back to more fundamental \ 
of creating sales. Present-day < ost; 
preclude specials, and Regula:j 
W controls sales terms, he saic, s 
business will continue in direg 
proportion to their sales plann ng 

The °49 program for the water 
heaters, in addition to national aq. 
vertising, includes new engineer. 
ing developments and improve. 
ments in mass production tech. 
niques; promotion of water heat- 
ers individually and also as part 
of the all-electric kitchen an¢ 
home laundry; use of a new port- 
folio of dealer specialty selling 
aids, and closer cooperation among 
all units in the retail selling or- 
ganization. : 

Though the electric water heater 
market has just been scratched. 
with an estimated saturation of 
only 9% by 1950, plenty of com- 
petition is ahead in developing 
the sales potential. Prewar there 
were only 33 manufacturers in 
the field, Hotpoint estimates; to- 
day there are 74 firms, with about 
half of them “putting up the 
stiffest competition for the big 
stakes in this market.” 


ANCIENT HOTPOINT 
ITEMS HELP DEALER 

SEATTLE—A Hotpoint old ap- 
pliance contest, sponsored joint) 
by Hotpoint, Inc., and Bennett's 
Appliance Center in downtown 
Seattle, recently turned up a scad 
of old appliances, a windowful of 
promotion, institutional advertis- 
ing for Hotpoint, and added store 
traffic and sales promotion for 
Bennett’s. 

The contest ran for two months 
and was promoted on the store’s 
half-hour twice-a-week who-dun- 
nit program over KOL, Seattle. To 
the listener who brought in the 
oldest Hotpoint appliance, Ben- 
nett’s promised a new Hotpoint 
economy-model range. 

Small appliances like toasters 
and radios were brought to the 
store. Larger appliances were re- 
ported by serial numbers and 
name-plate description. Residents 
out of the city were permitted to 
send entries by mail. 

The prize went to a Seaitle 
woman with a 1909 Hotpoint iron 
More than 100 entries were Hot- 
point appliances made prior to 
1915. Most of the entries were 
still in household use—a fact the 
radio promotion kept well before 
the public. In all, close to 00 
entries were received from Wash- 
ington and Oregon. 

Appliances brought to the st sre 
were piled in a display wind w 
with a sign and the new pi ze 
range. Just as a bit of added st 
traffic, entrants who brought in 
appliances for the contest ca 
back to pick their entries up w! 
the show was over. 

H. J. McGrath & Associa 
handles the dealer’s account. 


Appoints James Seward 


James M. Seward, vice-pré '- 
dent in charge of operations 
CBS, has been named president 0! 
the board of directors of Amu °- 
ment Enterprises, recently p ‘- 
chased by the network. Ot! *r 
officers of the board are: D. ‘ 
Thornburgh, vice-president; Sa 
uel Dean, treasurer; Julius *. 
Brauner, secretary, and Ned M: °;, 
assistant secretary. 


Mather Joins Ludgin 


Leslie S. Mather, formerly 
the copy department of Ne 
ham, Louis & Brorby, has joi! 
the creative staff of Earle Lud: 
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Raleigh's ‘903’ 
S\ip May Become 
Regular Coupon 


Cutcaco—Brown & Williamson 
To acco Corp. wasn’t talking last 
week about its first postwar pre- 
miiim coupons with Raleigh ciga- 
rets, but there was talk, elsewhere, 
thai the new “903” slip enclosed 


EW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


-] One Year at $3.00 ] Two Years at $5.00 (] Three Years at $6.00 
() Payment enclosed [7 Bill me later [1] Bill my firm 


vice-president after the company 
dropped its premium program. He 
left Seeds in October, 1947, to set 
up his own firm as a consultant 
and distributor of nationally-ad- 
vertised premium goods. 


Evening Paper Circulation 
Up Most in “48: ‘E&P’ 

Evening papers last year had a 
1.25% gain in circulation, com- 
pared with an 0.99% gain by Sun- 
day newspapers, 0.89% by com- 
bined morning-evening papers and 
0.53% for morning dailies. 

The percentages are reported in 
Editor & Publisher’s annual cross- 
e papers covered 
9 evening, 258 
and 150 Sunday) 

represent two- 
ay and three- 
ewspaper circu- 


eck 

k of Schieffelin 
:, has been ap- 
»f the company’s 
fe will have di- 
mportation and 


Litho Club Issues Booklet 


A new booklet, describing the 
organization and service of the 
National Association of Litho 
Clubs, has been issued by the 
group to the lithographic industry. 
The booklet is being sent to more 
than 3,000 members. The club will 
hold its fourth annual convention 
in the Mayflower Hotel, Washing- 
ton, D. C., April 29 and 30. 


Richwald Joins Mendelsohn 


Marvin D. Richwald, for the 
past five years sportswear adver- 
tising manager of Women’s Ap- 
parel Reporter, New York, has 
been appointed managing director 
of advertising for Mendelsohn Pub- 
lications, New York. 
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Changes TV Show's Title 

Admiral Corp.’s $15,000-a-week 
television show over DuMont, 
NBC and other stations (AA, 
Jan. 10) will be known as the 
“Admiral Broadway Revue” rath- 
er than “Friday Night Frolic,” as 
first announced. 


Joins ‘Apparel Arts’ 

Lewis Reynolds, formerly with 
Reporter Publications, New York, 
has joined the executive sales staff 
cf Apparel Arts, New York. 


Elects Chambers & Wiswell 

Chambers & Wiswell, Boston, 
has joined the American Associa- 
tion of Advertising Agencies, New 
York. 
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manager, a return to premium 
merchandising obviously would be 
tied up with the cigaret manufac- 
turer’s other advertising plans for 
the new year. Russel M. Seeds Co., 
Chicago, handles the entire Raleigh 
portion of the B&W account. What- 
ever the advertising theme for the 
new coupon copy may be, Seeds 
executives—like their merchandis- 
ing-wise client—were keeping it 
in the dark. 

Brown & Williamson stopped 
shipments of Raleighs in mid- 
December, a practice often re- 
sorted to during the holiday period 
when plant workers take time off. 
January shipments of the cigarets 
carried a small slip, similar to the 
prewar coupon, headed “Raleigh 
‘903.’ It’s Moisturized.” The slip 
explains how the moisturized pro- 
cess gives Raleigh a richer flavor, 
“yet causes it to smoke milder.” 

Rumors that Raleigh and Kool 
coupons would be revived, as well 
as the once-familiar premium 
stores in major cities, have re- 
curred since last October, when 
company spokesmen said any such 
move was unlikely before mid- 
1949 and probably not even then. 
Dealer pressure to revive the cou- 
»0n scheme has been strong, B&W 
admits, but it will be expensive to 
reinstate. Premium merchandise 
is in greater supply but the cost 
factor, as always, is an important 
one. The old B&W premium cata- 
logs offered scores of articles, some 
of them expensive appliances. 

m. G. Bentley, for 16 years 
Brown & Williamson’s director of 
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Grand Rapids Adclub 
Offers lst Annual 
‘Forum for ‘49’ 


GRAND Rapips, Micu.—New 
trends in advertising and mer- 
chandising will be studied at a 
one-day clinic, “Forum for °49,” 
here Jan. 21 in the first of an an- 
nual series planned by the Ad- 
vertising Club of Grand Rapids. 

Six panel sessions, with round 
table discussions, will start off at 
8 a.m., concluding with an even- 
ing banquet at which Edgar Kobak, 
Mutual Broadcasting System pres- 
ident, will present “1949—A Year 
of Challenge to Advertising.” Ad- 


vertising and sales executives from 
Michigan, Ohio, Indiana, Illinois 
and Wisconsin have been invited 
to attend the clinic, for which a 
registration fee of $15 has been 
set. 

At the various sessions, “The Big 
Job Ahead for Advertising” will 
be discussed by William N. Con- 
nolly, chairman, Association of Na- 
tional Advertisers; new trends in 
advertising will be presented by 
G. E. Simons, advertising manager, 
major appliances, General Electric 
Co.; new patterns in sales promo- 
tion will be described by H. Ford 
Perine, Life’s merchandising di- 
rector; “Advertising’s New Re- 
sponsibilities” will be outlined by 
Thomas D’Arcy Brophy, chairman, 


Four A’s; new marketing prob- 
lems will be covered by Sherwood 
Dodge, vice-president in charge of 
media and research, Foote, Cone & 
Belding, and “A Consumer’s View- 
point” will be offered by Colston 
E. Warne, president, Consumers 
Union. Elon G. Borton, president, 
Advertising Federation of Amer- 
ica, will preside at the banquet 
session. 

Advance registrations for the 
clinic, at the Pantlind Hotel, are 
being handled by A. William Ho- 
necker, secretary of the club, at 
145 Franklin St S W 
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Hotpoint Boosts 
Water Heater 
Sales Goal 


Cuicaco—Hotpoint, Inc., has set 
a 1949 sales goal double that of 
’47 for its electric water heaters, 
and its sales district specialists 
are helping distributors and deal- 
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plant in Milwaukee has attain « , 
rated production of 5,000 un s , 
week, assuring a steady supp!’ t, 
dealers, but the water heaters jj) 
be continued on allocation to is. 
tributors at least during the irg 
quarter of ’49. 


@ Leonard C. Truesdell, mar -et. 
ing vice-president, told a re en; 
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stiffest competition for the big 
stakes in this market.” 


ANCIENT HOTPOINT 
ITEMS HELP DEALER 

SEATTLE—A Hotpoint old ap- 
pliance contest, sponsored jointly 
by Hotpoint, Inc., and Bennett's 
Appliance Center in downtown 
Seattle, recently turned up a scad 
of old appliances, a windowful of 
promotion, institutional advertis- 
ing for Hotpoint, and added store 
traffic and sales promotion for 
Bennett’s. 

The contest ran for two months 
and was promoted on the store's 
half-hour twice-a-week who-dun- 
nit program over KOL, Seattle. To 
the listener who brought in the 
oldest Hotpoint appliance, Ben- 
nett’s promised a new Hotpoint 
economy-model range. 

Small appliances like toasters 
and radios were brought to the 
store. Larger appliances were re- 
ported by serial numbers and 
name-plate description. Residents 
out of the city were permitted to 
send entries by mail. 

The prize went to a Seattle 
woman with a 1909 Hotpoint iron 
More than 100 entries were Hot- 
point appliances made prior to 
1915. Most of the entries were 
still in household use—a fact the 
radio promotion kept well before 
the public. In all, close to °00 
entries were received from Wash- 
ington and Oregon. 

Appliances brought to the st re 
were piled in a display wind Ww 
with a sign and the new pr ze 
range. Just as a bit of added st re 
traffic, entrants who brought in 
appliances for the contest cane 
back to pick their entries up w! en 
the show was over. 

H. J. McGrath & Associa es 
handles the dealer’s account. 


Appoints James Seward 


James M. Seward, vice-pr¢ !- 
dent in charge of operations 
CBS, has been named president »f 
the board of directors of Amu °*- 
ment Enterprises, recently p 
chased by the network. Ot! 
officers of the board are: D. °. 
Thornburgh, vice-president; Sa - 
uel Dean, treasurer; Julius 
Brauner, secretary, and Ned M: °, 
assistant secretary. 


Mather Joins Ludgin 


Leslie S. Mather, formerly "% 
the copy department of Nec - 
ham, Louis & Brorby, has join 4 
the creative staff of Earle Lud¢ ° 
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Acvertising Age, January 17, 1949 


Raleigh's ‘903° 
S\ip May Become 
Regular Coupon 


Carcaco—Brown & Williamson 
Tol aeco Corp. wasn’t talking last 
week about its first postwar pre- 
mium coupons with Raleigh ciga- 
rets, but there was talk, elsewhere, 
that the new “903” slip enclosed 
in cach Raleigh package will soon 
be redeemable for actual premi- 
ums 
B&W officials in- Louisville 
maintained that the premium pro- 
gram, suspended in 1943 as a war- 
time expediency, was still “highly 
indefinite” but that an announce- 
ment of plans might be made 
within 30 days. 

One wholesaler source here, 
however, told ADVERTISING AGE 
that he understands the premium 
promotion will get under way this 
week and that smokers will be able 
to cash in the “903” slips as well 
as the regular premium coupons 
which are to succeed them. The 
coupons, it was said, will be en- 
closed with Raleighs, plain and 
cork, but not immediately with 
B&W’s mentholated Kools. 


s Although B&W has no an- 
nouncement to make at this time, 
said J. W. Burgard, advertising 
manager, a return to premium 
merchandising obviously would be 
tied up with the cigaret manufac- 
turer’s other advertising plans for 
the new year. Russel M. Seeds Co., 
Chicago, handles the entire Raleigh 
portion of the B&W account. What- 
ever the advertising theme for the 
new coupon copy may be, Seeds 
executives—like their merchandis- 
ing-wise client—were keeping it 
in the dark. 

Brown & Williamson stopped 
shipments of Raleighs in mid- 
December, a practice often re- 
sorted to during the holiday period 
when plant workers take time off. 
January shipments of the cigarets 
carried a small slip, similar to the 
prewar coupon, headed “Raleigh 
‘903.’ It’s Moisturized.” The slip 
explains how the moisturized pro- 
cess gives Raleigh a richer flavor, 
“vet causes it to smoke milder.” 

Rumors that Raleigh and Kool 
coupons would be revived, as well 
as the once-familiar premium 
stores in major cities, have re- 
curred since last October, when 
company spokesmen said any such 
move was unlikely before mid- 
1949 and probably not even then. 
Dealer pressure to revive the cou- 
pon scheme has been strong, B&W 
admits, but it will be expensive to 
reinstate. Premium merchandise 
is in greater supply but the cost 
factor, as always, is an important 
one. The old B&W premium cata- 
logs offered scores of articles, some 
of them expensive appliances. 

£. G. Bentley, for 16 years 
Brown & Williamson’s director of 
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OFFICIAL—Although some departments 
have been operating from the new plant 
for several months, Jan. 17 is the formal 
opening day for the Atlanta Journal. The 
new structure at the right is the mechani- 
cal plant and the taller building, now 
Journal-owned and 1 deled, h 
the other departments. 


premium merchandising and radio, 
joined the Seeds agency here as 


vice-president after the company 
dropped its premium program. He 
left Seeds in October, 1947, to set 
up his own firm as a consultant 
and distributor of nationally-ad- 
vertised premium goods. 


Evening Paper Circulation 
Up Most in ‘48: ‘E&P’ 


Evening papers last year had a 
1.25% gain in circulation, com- 
pared with an 0.99% gain by Sun- 
day newspapers, 0.89% by com- 
bined morning-evening papers and 
0.53% for morning dailies. 

The percentages are reported in 
Editor & Publisher’s annual cross- 
section survey. The papers covered 
(109 morning, 149 evening, 258 
morning-evening and 150 Sunday) 
are estimated to represent two- 
thirds of weekday and three- 
fourths of U. S. newspaper circu- 
lation. 


Promotes Ritterbeck 

A. M. Ritterbeck of Schieffelin 
& Co., New-York, has been ap- 
pointed manager of the company’s 
import division. He will have di- 
rect charge of importation and 
national sales. 
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| Litho Club Issues Booklet 


A new booklet, describing the 
organization and service of the 
National Association of Litho 
Clubs, has beer issued by the 
group to the lithographic industry. 
The booklet is being sent to more 
than 3,000 members. The club will 
hold its fourth annual convention 
in the Mayflower Hotel, Washing- 
ton, D. C., April 29 and 30. 


Richwald Joins Mendelsohn 
Marvin D. Richwald, for the 
past five years sportswear adver- 
tising manager of Women’s Ap- 
parel Reporter, New York, has 
been appointed managing director 


of advertising for Mendelsohn Pub- 


lications, New York. 


41 


Changes TV Show’s Title 

Admiral Corp.’s $15,000-a-week 
television show over DuMont, 
NBC and other stations (AA, 
Jan. 10) will be known as the 
“Admiral Broadway Revue” rath- 
er than “Friday Night Frolic,” as 
first announced. 


Joins ‘Apparel Arts’ 

Lewis Reynolds, formerly with 
Reporter Publications, New York, 
has joined the executive sales staff 
of Apparel Arts, New York. 


Elects Chambers & Wiswell 

Chambers & Wiswell, Boston, 
has joined the American Associa- 
no agg Advertising Agencies, New 
York. 


SERVICE 


BINDERY CO.,, Inc. 
$UPerior?-5105 


For quality Biudery Service 


PORTFOLIOS * MOUNTING — 
~DIE-CUTTING * EASELING 


. PAPER and BOARD LINING 


360 EAST GRAND AVE, CHICAGO 11, ILL. 


Write for 


FREE 


tolder 


Tor 


River Raisin is equipped to supply 


all of your display requirements. 


Al 


DIMENSIONAL 
DISPLAYS i 


A new and different service ...as convenient as your telephone. Our 


Creative Staff supplies the basic idea... our Production Experts 


produce the finished display in our fully equipped Monroe, Michigan 


plant. You can expect economies because River Raisin is one of the 


country’s largest manufacturers of corrugated and fibre board. The 


next time you want dimensional displays that produce immedi- 


ate action call for our ONE CALL FOR ALL service. 
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MATERIALS « 


ours. 


FIBRE BOARDS ¢ 


RAISIN PAPER COMPANY 
aati DISPLAY DIVISION - 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS + 
CORRUGATING STRAW e 


Monroe, 


Michigan 


PACKING 
SILICATE OF SODA 
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Avco’s Sales Soar 
to $140 Million Level 


(Continued from Page 1) 
1933. Nor has he found much time 
to play here. 


@ Avco today has 58,000 owners, 
and Victor Emanuel holds less 
than 1% of its 7,000,000 shares 
outstanding. His salary and ex- 
tra compensation together total a 
relatively modest $123,000. But 
in the 10 years he has controlled 
the corporation, through downs 
and ups and shifts with the 
“trends,”’ the man and the corpora- 
tion have become welded as one. 

They started together on a shoe- 
string. By 1940 Avco’s working 
capital was only a little more 
than $1,000,000. By last Aug. 31 
its working capital was $32,381,- 
000. This figure includes $20,000,- 
000 cash. It does not include nearly 
$12,000,000 in marketable securi- 
ties. 

Since 1940 the share of total 
assets engaged in manufacturing 
has climbed from 50 to 85%. Con- 
sumer products and services now 
account for 90% of total sales. 


se When Emanuel took over, Avco 
was one of three holding companies 
in an enormously complicated 
setup which included some 40 af- 
filiates and subsidiaries—most of 
them small or feeble and few 
bearing much relation to one an- 
other. 

Today more integrated, Avco is 
still diversified. Emanuel likes to 
keep an extra basket or two handy. 
He calls the policy “planned di- 
versification.” 

Of $99,000,000 sales in the first 
nine months of the 1948 fiscal 
year, which ended Nov. 30, Cros- 
ley home appliances, radio and tel- 
evision sets and broadcasting ac- 
counted for about $50,000,000; Am- 
erican Central kitchens, $16,000,- 
000; New Idea farm equipment, 
$14,000,000; Nashville Corp. 
(which makes, among other things, 
frozen food units and gas and elec- 
tric ranges for Crosley), $11,300,- 
000, and Spencer Heater and Ly- 
coming motors, primarily indus- 
trial products, together about $5,- 
300,000. 


s Not included are sales of ACF- 
Brill buses and New York Ship- 
building, in which Avco has in- 
vestments representing 48.6% and 
22% of their respective totals. 
Neither are Pan American Air- 
ways’ or American Airlines’, in 
which Avco in recent years has 
reduced its part of total holdings 
to 6% and 4%. 

(A year ago Avco got out of 
aviation by selling its controll- 
ing interest in Consolidated Vul- 
tee Aircraft to Atlas Corp., headed 
by Floyd B. Odlum.) 

When Avco changed to a con- 
sumer goods producing company 
in 1946 it had to start again largely 
from scratch. American Central, 
Spencer and Lycoming had been in 
its picture before the war but New 
Idea and Crosley had just been 
acquired. (Powel Crosley retained 
his automobile business and the 
Cincinnati Reds.) With reconver- 
sion these companies, which be- 
came Avco divisions, also were re- 
starting largely from scratch. 


e Thus Avco’s 1946 sales were 
only $52,781,267 and profits (ex- 
cluding nearly $13,000,000 from 
sale of American Airlines stock) 
only $1,514,094. Actually, on manu- 
facturing and selling in 1946 Avco 
lost $1,288,758. 

In 1947 sales doubled to $105,- 
704,556 and net profit after fed- 
eral taxes and other deductions 
was $6,906,658. The report for the 
1948 fiscal year, in addition to 
showing sales about 40% higher 


ger profit. 


ws Avco will need it; Avco will 
need its $32,000,000 working capi- 
tal. No one realizes better than 
Emanuel that “you could lose this 
whole business in a corner of some 
large corporations.” And in the 
fiercely competitive fields it has 
invaded—against such giants as 
General Motors (Frigidaire), Gen- 
eral Electric, Westinghouse, RCA- 
NBC, Philco, International Har- 
vester—Avco will need all the 
capital, all the resources and re- 
sourcefulness Victor Emanuel can 
command. 

But the man is not worried. As 
he told the corporation’s general 
and divisional executives at its 
first staff meeting in French Lick, 
Ind., last fall: Avco is “large 
enough to take care of itself fi- 
nancially and to bring much 
greater progress than its separate 
companies could afford to do 
alone.” 


w Yet sales in some of the ap- 
pliance fields Avco has entered 
already have leveled off. And even 
television may not bring unmiti- 
gated joy to all who engage in it. 
Already nearly 100 firms are mak- 
ing television sets, and 1949 will 
add to the number. Probably not 
more than one-third of them will 
survive. 

The Avco people realize this. 
But they point out that the Crosley 
division already ranks among the 
first seven in tele set production 
(with RCA, Philco, G-E, Admiral, 
Motorola and Galvin). While the 
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he served as a naval aviator. 


a When Victor entered his father’s 
business, the elder Emanuel said: 
“Son, remember that this business 
does not come first. The thing that 
comes first is the preservation of 
the American system. Without the 
system no business can survive.” 

(Victor Emanuel has been called 
buccaneer, and worse, as he 
slugged it out with big interests 
for control of vast enterprises. But 
to his own people today he says: 
“We must make Avco more hu- 
man and realize more public re- 
sponsibility.”’) 

Albert Emanuel was ill. Before 
long Victor bought him out. Then 
he and Chicago Banker Arthur C. 
Allyn invested $750,000, floated 
a $5,000,000 stock issue, and 
formed National Electric Power 
Co., which soon controlled 14 uti- 
lity companies. They sold their in- 
terest to the late Samuel Insull 
for $13,000,000. 


a Emanuel went over to England 
to ride horses. But soon he was 
planning with J. Henry Schroder 
& Co., big London banking firm, 
and Alfred Loewenstein (whom 
V.E. rated a billionaire), a Belgian 
who ruled a world-wide utility em- 
pire, to dominate nearly all the 
utilities in the United States. 
After Loewenstein fell or jumped 
from an airplane over the English 
Channel, Emanuel went ahead, 
with the Schroders, Allyn and oth- 
ers. They dug up $60,000,000 to 
form U. S. Electric Power Corp., 
a holding company which set out 
to gain control of Standard Gas & 
Electric System. In a bitter fight 
with H. M. Byllesby & Co. the 
Emanuel group won command of 
a $1,119,000,000 utility group. 
With the depression USEPCO 
collapsed. Emanuel lost heavily. 
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SCREENED STORY—To emphasize its “planned diversification” policy, Avco tells the 


story of its divisions and affiliates through 


a television screen. Reproduced here are 


an American Central kitchen, New Idea farm equipment, and a big new product of 
New York Shipbuilding. These ads appear in newspapers and financial periodicals. 


entire industry expects to sell 
2,000,000 sets in 1949, Raymond C. 
Cosgrove, executive vice-president 
of Avco, said that Crosley is shoot- 
ing for 175,000, or about one- 
twelfth of the industry’s total. 


ws In our talk Victor Emanuel re- 
ferred several times to Horatio} 
Alger. He is convinced that Amer- | 
ica will be saved not by security | 
but by enterprise. His concept of | 
enterprise did not jibe entirely 
with that of the National Associa-| 
tion of Manufacturers. But unlike | 
Alger heroes he never had to| 
shine shoes or peddle newspapers. | 


No relation to his namesake, the | 
last king of Italy, he was born! 


Then the Holding Company Act of 
1935 ended the era of one-man 
control over vast systems of utili- 
ties. 


a The young man surveyed the 
wreckage, tightened his belt, cut 
down on his stable of horses, and 
sought new fields to conquer. 
He moved in on the sprawling 
and then very sickly Cord Corp. 


Errett Lobban Cord was a slender, | 


quiet fellow who looked not at 
all like a large-scale manipula- 
tor and organizer. (I once mis- 
took him for his secretary.) He 
had sold motor cars and intro- 
duced the Cord front-drive car, 
and then had moved in on New 


durable goods” in terms 


TOP BRASS—Victor Emanuel (left), chairman and president of Avco Mfg. Corp., 
and Raymond C. Cosgrove, executive vice-president, weigh the future of “consumer 


of a Crosley television set. 


ing group had formed Aviation 
Corp. to foster development in 
all branches of this new industry. 
Its investments spawned such com- 
panies as American Airlines and 
Pan American. 

By 1938 Emanuel was convinced 
that Avco’s main future lay in 
other directions. American Cen- 
tral already was making steel kit- 
chen cabinets and sinks and Spen- 
cer, home heating units. With these 
nuclei Avco set out to market con- 
sumer durable goods. 

Then, suddenly, the threat of 
war brought a tremendous boom 
in aviation, and Emanuel again 
turned skyward. 


s Avco bought control of Consoli- 
dated Aircraft Corp., San Diego. 
The actual purchase was made by 
little Vultee. (Wall Street was re- 
minded of “a flea going up an ele- 
phant’s leg with lust in its eye.’’) 
Because Emanuel thought Wash- 
ington would bless this union 
sooner if it were actively directed 
from San Diego instead of New 
York he borrowed his old friend 
Tom Girdler from Republic Steel 
to run the new Convair there. 
With such men as Girdler at 
Convair (which soon had 13 
plants) and John Farrell Metten 
at New York Ship, Avco compan- 
ies produced the stuff. Emanuel is 
proud of the quality of their pro- 
ducts, turned out “at low cost to 
the government, and always de- 
livered on time or ahead of time.” 


w For four years the government 
was Avco’s only customer. 
Then, as V-E day neared, Eman- 
uel explained, “we tried to find 
ways to avoid the more drastic ef- 
fects of reconversion. I talked a 
lot with labor and farm groups 
about what we could do. Maybe 


it’s the only big industry in San 
Diego, and we didn’t want to 
wreck the city. 

“Some of the employes we kept 
busy with the new Convair Liners 
and military planes. But military 
appropriations were being cut to 
the bone and the air transport 
| boom never really got going. 
| “I think Convair’s entrance into 
|the transport business was a mis- 
take. We gambled on quantity out- 
put, and lost. Unexpectedly high 
wages and materials lifted unit 
\costs 150% 
‘although our ratio of profits to 


in Dayton, O., the son of Albert; York Shipbuilding, Vultee and sales during the war — low, we 
Emanuel, a fairly prosperous pub- Stinson planes, American Central, | Made money on Convair. 
lic utilities man. Dayton, he re-|Lycoming, Spencer and many other | 


calls, was a_ stimulating place, | 
with emphasis on speed. A neigh-| 


bor, Charles F. Kettering, was in- | 


companies, one of which was Avi- 
ation Corp. 
With Schroder backing, Emanuel 


g When Avco sold controlling in- 
| terest in Convair’s aviation prop- 


erties to Atlas, it acquired in the| 


venting a self-starter for automo- | knocked Cord into retirement. (He Process a 99.1% interest in Nash- 


biles. The Wright brothers were 
pioneering airplanes. Later, Victor 
went to Cornell University, but 


his scholastic progress was slowed|@ Lindbergh’s flight to Europe in| 1948) 


went to Los Angeles to make mil- 
lions in real estate.) 


ville Corp., formed to acquire Con- 
|vair’s non-aviation assets. Floyd 
| Odlum of Atlas 


by an extracurricular interest in| 1927 had stirred imagination and| problems. After months of audit- 


than 1947, also may announce lar-. motor car speed. In World War I/ capital. In 1929 a New York bank-'! ing, he found that Convair’s oper-|for example, has been made 


Convair should have been liqui- | 
/dated. But we wanted to keep as) 
many workers as possible. Also, | 


above estimates. But | 


(AA, May 11,} 
had acquired a mess of) 


ations for the 1947 fiscal year pro- 
duced a net loss, before a $19,- 
000,000 tax carryback, of nearly 
$43,000,000. 

But Odlum told me at his ranch 
in Indio, Cal., at that time that he 
and Emanuel were still friendly. 
Emanuel reiterated it. Although 
Convair is still in the red, Emanuel! 
believes Odlum will make a go 
of it. 


a Meanwhile, Avco has discovered 
new worlds to conquer. 

“We're now concerned,” Eman- 
uel said, “with companies in which 
we can get 100% ownership. I'm 
still interested in aviation. (In a 
national emergency the Nashville 
plants could be converted immedi- 
ately to plane production.) But 
Avco today has become a producer 
of goods and services which we 
think millions of consumers will 
want to buy.” 

In the coalescence of all these 
activities, Emanuel’s right-hand 
man today is Cosgrove, former 
Crosley top executive, to whom all 
the manufacturing division mana- 
gers report. Crosley Broadcasting 
operates separately under Avco 
Vice-President James D. Shouse, 
but Cosgrove also is a director 
of the broadcasting corporation. 


ws Recently William A. Blees, for- 
mer sales executive of General 
Motors and former vice-president 
of Young & Rubicam, came from 
Convair to Cincinnati to serve as 
general sales manager of Crosley 
division and _ vice-president of 
Avco. V. C. Havens, also from Con- 
vair, and former Oldsmobile ad- 
vertising manager, has become as- 
sistant to Blees in charge of Cros- 
ley advertising. The Crosley ac- 
count is being switched from Roy 
S. Durstine, Inc., to Benton & 
Bowles (AA, Jan. 10). 

In keeping Avco flexible, ci- 
versified and dynamic, Emanuel 
emphasizes that all divisions must 
pay their way. Two divisions 
dropped in 1947 were Horton au- 
tomatic door and Avco tool and 
machine. “We may not stay in 
some of our present businesses, 
he said. “But generally we ve 
drawn the lines we intend to f!- 
low.” 


# He pointed out that “right now 
Avco probably is in more indi s- 
tries than any other one compa y 
'I know in this country. Perheos 
we have carried diversity too i 
But I’m positive that if this « ~- 
ganization works and clicks ' 
won’t be much too far. 

“The main thing is to util ’e 
fully all the resources we ha ° 
Our people have a lot of desi: ' 
manufacturing and sales kno - 
ledge which we intend to e' - 
ploy. We’re putting our best pt - 
ple at work on major proble! 
More and more, we’re approac - 
ing problems from the sales a ° 
|public relations angles. Shou 
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merber of the over-all adminis- 
trat_ ve committee. He sits in on 
al] |arge questions of policy. His 
pub!ic relations experience as a 
pro. deaster is valuable.” 


s Avco’s administrative committee 
consists of Emanuel, Cosgrove, 
Shouse, W. A. Mogensen, vice- 
president and treasurer, and R. S. 
Pruitt, vice-president, secretary 
and general counsel. These five 
meet at least once a month. 

To Avco staff and divisional ex- 
ecutives Emanuel explained: “This 
committee tries to do the top 
planning for Avco. But it can 
perform effectively only if you 
offer it the benefit of your in- 
dividual thinking. The committee 
needs all the help we can get from 
you—all the ideas you can give 
us to save money, to make more 
money, to make Avco a better 
company for employes, _ stock- 
holders and the general public.” 


sin the marketing committee 
are Emanuel, Cosgrove, the di- 
vision heads and three Avco di- 
rectors: H. E. Babcock, Benjamin 
H. Namm and John A, Stevenson. 
Emanuel regards Stevenson, pres- 
ident of Penn Mutual Life In- 
surance Co., Philadelphia, as an 
authority on the science of dis- 
tribution. Namm, president of 
Namm Department Store, Brook- 
lyn, knows big city sales problems. 
Babeock, agricultural specialist, 
Emanuel said, “brings to the com- 
mittee new ideas on merchandis- 
ing in small communities.” 

Under Cosgrove’s direction the 
managers and other division ex- 
ecutives meet regularly together 
in different plant cities to study 
one another’s problems and to see 
Avco’s problems whole. These 
meetings are “independent” of 
headquarters. 


s Emanuel now serves both as 
board chairman and _ president, 
but he pointed out: “My own con- 
cerns are primarily with policies 
and finance. The businesses are 
run by the managers, reporting to 
Cosgrove.” 

But now that the immensely 
complicated Avco financial pic- 
ture is being simplified, Victor 
Emanuel has more time at least 
to watch “operations.” He goes to 
Cincinnati, Nashville and other di- 
vision centers several times a year. 
He is meeting more of Avco’s 
10,000 people. With personal con- 
tact erasing the legends and the 
“mystery” of the man, they find 
him friendly and considerate. 

V. E. himself believes that he 
has always done a pretty good 
public relations job. “I learned 
the basis of it,’”’ he said, “20 years 
ago, in the public utilities busi- 
ness. Utilities have to have good 
relations with their communities.” 


# in his social thinking he is a 
liberal. In 1945 a memorandum he 
wrote favoring certain types of 
cooperatives got him into trouble 
with some conservative groups. 
He hasn’t much use for the policies 
of the NAM and U.S. Chamber 
Which, he said, “spend a lot of 
money saying only what will 
please their members.” 

\(nlike many business leaders 
Wh» speak of Washington today 
aly ost as if it were Moscow, he 
has been described by Time as 
Probably knowing his way “a- 
round Washington better than any 
other business man.” Among his 
tlo.e “political” friends are James 
A. Farley, Stephen Early, James 
Fo. restal, Leo Crowley, alien 
Property custodian, and Harry 
Tr.man’s buxom, bosom friend 
Ge rge E. Allen, who is an Avco 
dir ctor. 

lut it’s just a coincidence that 
Er inuel’s 475-acre farm is lo- 
‘at d at Trumansburg, near 
Ith.ca, N. ¥. The farm pays its 
°W way. His older son Albert, 
an ngineering student at Cornell, 
live; on it, The younger son Bar- 


ton also is in college. Both are 
Air Force veterans of World War 
II. 


ws V. E. works about 16 hours a 
day, and most of the year he and/| 
his Wife live in their Park Avenue | 
apartment a few blocks from the 
office. He maintains his interest 
in art and literature. His occa- 
sional gambling is confined to 
bridge and gin rummy. 

Convinced that a sound “rela- 
tions” program must begin with 
Avco’s own people, he cited these 
developments which the corpora- 
tion pioneered or fostered: 

“1. Election by stockholders of 
independent auditors. 

“2. Instead of the usual meeting 
fee, payment of a $6,000 a year 
salary to each of the 19 directors. 


a “To men of the caliber of Ben 
Namm or John Stevenson this 
amount is small. But, psycholog- 
ically, it’s important. It makes 
them active members of the team. 
The 12 of our directors who are 
not Avco officers represent a wide 
range of business and human ex- 
perience, which can be applied to 
our problems. All of the directors 
are ‘put to work.’ 

“3. We give stockholders com- 
plete minutes of meetings—not 
just abstracts. 

“4. Back in 1942 82% of our 
stockholders approved an extra 
compensation plan for executives 
and others, from 10% of our net 
profit after reserving for divi- 
dends 6% on our invested capital. 

“During the war this plan was 
deferred. Uncle Sam came before 
either corporate or individual 
profit. But in 1947 we put the 
plan into effect, with a _ total 
amount of $829,165. 


es “I call it a Horatio Alger plan. 
It’s intended to recognize ingenu- 
ity and hard work, beyond regu- 
lar duties, and ability to assume 
responsibility. 

“The board determines my own 
bonus. I set the bonuses of the 
officers. Cosgrove appraises the 
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DIVERSIFIED—Avco’s Crosley division 
will concentrate largely on full pages in 
key city newspapers in its program to 

sell 175,000 television sets in 1949. 


general managers and staff people. 
The managers submit names of 
employes who they think rate 
special reward. These names are 
then reviewed by the adminis- 
trative and executive committees. 

“In 1948 about 500 executives 
and employes will participate in 
the plan. Some of them may be 
day laborers.” 


w Last October Avco launched its 
first institutional advertising cam- 
paign. Prepared by Hill & Knowl- 
ton, the corporation’s public re- 
lations counsel, and placed 
through the Durstine agency, the 
series tells “What Avco Mfg. Corp. 
means to the American people,” 
and presents Avco as “a new con- 
ception of touching the lives of the 
American people with many use- 
ful, skilfully engineered prod- 


ucts—for the American home, the 
farm and for industry.” 
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STRATEGISTS—William A. Blees (left), sales director of Avco’s Crosley division 

and his assistant, V. C. Havens, in charge of advertising for the division, map plans 

for a $6,000,000 program this year, through Benton & Bowles, just appointed to 

handle this account. Both Blees and Havens recently moved to Crosley, Cincinnati, 
from Consolidated Vultee Aircraft, San Diego. 


Weekly insertions on business 
pages of 13 large city newspapers 
promote specific products as ex- 
amples of Avco’s “planned diversi- 
fication.” This campaign will run 
through 1949. The divisions also 
promote Avco in their campaigns. 


es For Avco and its products in 
1948, Cosgrove said, advertising 
expenditures totaled about $8,000- 
000. Of this Crosley represented 
about $4,500,000. Of the $8,000,000, 
some $2,500,000 was cooperative 
between divisions and their deal- 
ers. 

Of the $10,000,000 total in 1949, 
Crosley would provide $4,400,000, 
plus $2,500,000 cooperative. Ex- 
penditures for American Central 
and New Idea each will be 
$750,000 larger. 

Cosgrove emphasized that for 
Crosley “we plan to use more 
large space in key city newspapers 
and consistent large space in 
national magazines. Small space 
is out. We need big space to tell 
our story.” Crosley has just begun 
magazine advertising for Swing-a- 
View television. 


@ Crosley sales alone in 1948 were 
about $67,000,000 and have been 
projected for $100,000,000 in 1949. 
These figures contrast sharply 
with its 1940 volume of $17,000,000. 
But the 1948 figure was still a 
shade below the all-time peak of 
1944, when Crosley was engaged 
entirely in work for war. Emanuel 
said that “‘we now have as wide a 
major appliance line as any manu- 
facturer. We lack only an auto- 
matic washing machine and dish- 
washer.” 

Blees announced last week that 
Crosley will introduce a line of 
kitchen and home laundry equip- 
ment within two years. 

For television sets, in Cincinnati, 
and refrigerators, in Richmond, 
Ind., Crosley boasts the longest 
straight line assemblies in these 
industries. Crosley sells through 
106 distributors and 15,000 deal- 
ers. 


s In total volume Avco is moving 
ahead fast. But the picture, Cos- 
grove said, is not completely rosy: 

“Television, of course, is boom- 
ing. New Idea climbed in the 
fourth quarter even faster than 
earlier in the year. Sales of Amer- 
ican Kitchens and Crosley re- 
frigerators were good. But elec- 
tric ranges were about even with 
1947, and gas ranges down. 

“Also, the rise of television led 
to a 20% decline in radio sets, and 
piled-up inventories in stores 
meant an even greater decline in 


radio set sales to consumers. 
Radio-phonograph-television com- 
binations are doing all right, but 
the TV part is moving them.” | 


| 


tends to be ready for it. Kingpin 
of the radio setup is 25-year-old 
WLW, “the nation’s station,” in 
Cincinnati. Formerly the only 
United States station with 500,000 
watts power, WLW at 50,000 still 
claims leadership among the 
3,250,000 radio homes in a seven- 
state area. In the first nine months 
of 1948 it supplied $4,000,000 of 
Avco’s sales volume. WLW’s pro- 
fits are not announced. 

Avco owns WINS, New York, 
50,000 watts. This station moved 
near the break-even point in 1948, 
and is expected to make money in 
1949. The corporation is seeking 
to buy, for $1,925,000, the 50,000- 
watt WHAS, Louisville, with FM 
and TV affiliates. But Fort In- 
dustry Co. and Bob Hope since 
have made separate offers of the 
same amount for this group. 


w In recent years Avco tried with- 
out success to get powerful AM 
radio stations in St. Paul and Port- 
land, Ore. Victor Emanuel was re- 
ported then as planning to put 
enough power in the right places 
to do a “national network” broad- 
cast operation with only a half- 
dozen stations. 

Meanwhile, Crosley Broadcast- 
ing continues to operate, at Beth- 
any and Mason, O. five interna- 
tional shortwave stations for the 
State Department. 

In addition to WLW-T, al- 
ready operating, and possibly 
WHAS-T, Avco will launch in 
the next few weeks television sta- 
tions WLW-C, Columbus, and 
WLW-D, Dayton. It expects FCC 
approval of a new TV station in 


Indianapolis. On all five Avco 
plans to spend a total of 
$3,200,000. 


w With the present limited range 
of television, the five stations to- 
gether would not cover all of 
WLW’s area, but they would 
bite off a sizable chunk of the 
Ohio-Indiana-Kentucky part of it. 

One hundred companies may be 
making television sets and hun- 


dreds more soon will be operat-| 
ing television stations, but Cos- | 
grove pointed out that Avco is one | 
of the few (others include RCA, | 
G-E, Philco, DuMont) engaged in| 
both ends of this thriving new) 
business. | 


Emanuel believes that “tele-| 
vision is the most revolutionary | 
thing that has hit the United) 


States since the automobile. It 
will rank second only to the auto- 
mobile in its impact on American | 
living.” 
| 
| 
ws He is much concerned over the) 
continued “exodus from the land, 
all over the world—even in China 
—and its effect on agriculture and 
the entire world’s economy. 
“In the United States, at least, 
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and stimulated other away-from- 
home interests. Television will 
help to keep farm youngsters 
home, and will make the home 
again the center of farm life.” 

But Cosgrove was more temper- 
ate in his predicitions: ‘Television 
never will completely replace 
radio. You can buy a good radio 
set for $16.95—or about one-tenth 
the price of the cheapest working 
television set. You can use radio 
in a car; take a small portable 
radio anywhere. 

“In many areas, in the moun- 
tains and remote corners of the 
country, television never may 
penetrate.” 


a Also, despite the fact that the 
number of TV advertisers in the 
last 12 months has risen from 180 
to 600, “television won’t hit its 
long-term stride as an advertising 
medium until its costs are brought 
into line with those of other 
media.” 

Cosgrove is not bearish—simply 
restrained. He emphasized that 
Aveo is preparing for a long tele- 
vision pull. He pointed out that 
in its first seven years, 1923-29, 
WLW was in the red for a total 
of $365,771. “In 1930 WLW earned 
$45,000. It’s been in the black 
ever since.” 

In the next five years, he pre- 
dicted, “television will contribute 
literally billions to the economic 
bloodstream of America.” Avco 
Mfg. Corp. intends to give, and 
get, some of it. 


# American Central division, 
Connersville, Ind., today ranks 
second in production of all-steel 
kitchen sinks and cabinets only to 
Mullins Mfg. It also makes a line 
of refrigerator cabinets for an out- 
side firm, Admiral Corp. In the 
last two years Avco has spent 
$2,000,000 to expand and modern- 
ize its plant facilities. American 
Central sells through 83 distrib- 
utors and 5,000 dealers. Charles 
A. Reinbolt Jr. is advertising man- 
ager of American Central, and 
Ruthrauff & Ryan handles its ac- 
count. (Campaign story, Page 44.) 

New Idea, of Coldwater and 
Circleville, O., and Sandwich, IIL, 
observed its 50th anniversary in 
1948. Aided by a $5,000,000 plant 
expansion, its continued sales 
growth may be limited only by 
availability of steel. In recent 
months New Idea—which sells 
through 11 branch offices, eight 
distributors and 3,000 dealers— 
has introduced, among others, a 
side-delivery hay rake, new corn 
snapper machine and power take- 
off mower. Its line also includes 
two-row corn. pickers, manure 
spreaders, transplanters, farm 
wagons, hay loaders, grain ele- 
vators. The division works exten- 
sively with agricultural schools 
and government agencies in devel- 
oping new farm equipment. E. F. 
Willett is advertising manager; 
Mumm, Mullay & Nichols, Colum- 
bus, advertising agency. 


@ Spencer Heater and Lycoming 
Motors, both in Williamsport, Pa., 
now contribute between them 
about 5% of Avco’s sales volume. 
Spencer has just completed a 
$1,200,000 plant improvement pro- 
gram; has introduced new boilers 
for various fuels and a complete 
oil-burning unit, and its sales are 
near all-time high levels. Ly- 
coming, getting its second wind 
after the war, is making parts for 
Packard-Rolls-Royce airplane en- 
gines and engines for Fairchild, 
Beech, Piper and other plane man- 
ufacturers. 

Growth of ACF-Brill buses, 
with plants in Philadelphia and in 
Berkeley, Cal., is curbed largely 
by inability of operators to get 
fare increases proportionate to 
costs. But New York Shipbuild- 


a If TV replaces radio (which|television will help to check this ing is busy, among other things, 


Jimmy Shouse considers likely), 
Crosley Broadcasting Corp. in-| 


trend. The automobile, for exam- 


ple, made the small town movie, new passenger liners and a lot of 


on a $32,000,000 contract for three 
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Navy work. 

In all these widespread opera- 
tions Victor Emanuel emerges as 
the chief common denominator 
and guiding spirit. His problems 
are amazingly varied, but they 
resolve more and more into prob- 
lems of human relations. 

He doesn’t get personally into 
labor-management agreements, 
except to pass on them after they 
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are made, but he’s concerned with 
workers’ welfare in a larger way. 
“Some of my friends are heads of 
large labor unions,” he explained. 
“We're thinking and working to- 
ward the kind of national charac- 
ter and impact we need to end 
the encroachments of statism. 
“But personally I’m more active 
in agriculture. In this I get a lot 
of inspiration and help from H. E. 
Babcock—who I think has done 
more for agriculture than anyone 
else. He pioneered in rubber tires 
for farm vehicles, grass silos, deep 
freezing, soil upbuilding.” 


s Babcock was the founder of 
“GLF,” the Grange League Feder- 
ation, New York, said to be the 
largest producer cooperative. He 
was active in launching the Na- 
tional Council of Farmer Coopera- 
tives and the American Farm Bu- 
reau Federation, and is a former 
chairman of Cornell University’s 
board of trustees and the founder 
of Cornell’s School of Nutrition. 
Emanuel also is a Cornell trustee. 


“Too few people outside of ag- 
riculture,” V.E. continued, “know 
farming or realize its importance. 
(How many business men, do you 
suppose, can even name the heads 
of the four national farm organ- 
izations?) Rural development is 
the most vital problem in the 
United States. 

“Farmers don’t talk much about 
tariffs any more. They realize that 
they can’t hope to sell in a world 
market and buy in a protected 
market. 


s “I’m in favor of floors under 
some farm crops—but I’d limit 
them to animal crops. By increas- 
ing animal crops we could not 
only wipe out the huge grain sur- 
pluses but provide more of the 
meat and milk products which 
most people want to eat. We could 
reduce the price of these products 
so that all people could afford to 
eat them. Communism will. never 
take over in this country so long as 
people have enough of what they 
want to eat. 


“Moreover, larger animal crops 
provide more manure, the only 
means of restoring fertility to the 
land. 

“Although there are only 
6,000,000 farms in the country, the 
producing, processing and dis- 
tributing of foods, and service to 
farmers, still occupies about half 
of all our wage earners. 

“Babcock has long waged a one- 
man crusade for better knowledge 
of and use of the land. Since he 
joined our board last January we 
have been trying to help him carry 
this story to farm and livestock 
groups and to business and labor 
organizations.” 


es The man in the big office grew 
fervent: “We’ve got to strengthen 
the land. We’ve got to strengthen 
the people on the land. We’ve got 
to return more of our people to 
the land.” 

With much of business today 
controlled by multitudes of stock- 
holders, and managers functioning 
largely as custodians, he believes 


Gives answers to questions like these: 


1. “How far has inflation cut into spending power?” 


The answer is that allowing fully for higher prices and higher 
taxes (and NOT counting on savings, which are a separate 
subject) there apparently will be in 1949 a surplus of more 
than $100 billion over the basic costs of the 1940 standard 


of living. Which was itself a high standard! “‘The market 
potentialities of this increase in discretionary spending 
power have not been fully recognized.” 


2. “Aren’t savings being used up at an alarming rate?” 


This situation, too, seems often misunderstood. 
Actually, the backlog of individual savings at the end 
of 1948 will be three times greater than at the end 
of 1940, withdrawals considered. The rate of 
savings is now about 6% of disposable 
income, as against less than 5% 


in the so-called “good” years 
of 1940 or 1929. 


A report of importance to every executive! 


OUR BUSINESS is not the making of 


economic forecasts. 


But it is our job to know people, how to 
reach them most effectively, and how they 
are apt to respond as buyers. 

As to sales potentials, each business 
must make estimates based on ifs own 
special set of circumstances. 

Some will be influenced by export un- 
. some by bumper crops... 
some by material shortages . . . 
. some by the con- 
tinued low price of the dollar... 


certainties .. 


new wage demands. . 


But there are some facts in the basic 
national picture which often seem to be 
neglected or misinterpreted ... facts which 


reckoning. 


national basis. 


some by 


**The national facts on purchasing power would 
seem to indicate that there will be plenty of 

opportunity in 1949 to maintain a high level of 
production, employment and consumption.’ |} 


can scarcely be left out of any individual 


The report ‘“‘Consumer Purchasing 
Power—1949” has been prepared as a 
convenience to our clients and friends in 
studying such background facts on a 


It analyzes in detail the true effect of 
inflation on discretionary spending power 
... the status of national savings . . . the 
significance of the “grading up” of tam- 
ilies into higher income groups. It answers 
questions such as: 

“What is happening to the rate of PRODUCTION?” 
“Are INVENTORIES getting dangerously high?” 
“Is consumer CREDIT Overexpanded?” 


We shall be glad to send you a copy. 


420 


York 
other fully-staffed offices in stra- 
tegic cities around the world. 


S MR. ARNO JOHNSON, 

Director of Research for the 
J. Walter Thompson Company, 
said recently at a Treasury De- 
partment meeting: ‘“‘Income 
groups are shifting dramatically 
upward. There is extra money 
to spend. But buying habits do 
not automatically follow buying 
potentials!” 

Actually, sales figures for 1949 
will depend on two things: mar- 
ket potentials, and the success 
each individual business has in 
converting those potentials in- 
to reality. 

**Consumer Purchasing Power 
—1949,” as analyzed by Mr. 
Johnson, will be of interest both 
to budget-makers and sales man- 
agers. Write for your copy to 
J. Walter Thompson Company, 


Lexington Avenue, New 
17, N. Y. Twenty-two 
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that the great remaining s ure 
and opportunity of individua ep. 
terprise is on the farms. 

But Victor Emanuel ad ie, 
“The trend toward statism ir oy; 
country will be checked only whe, 
all factors in the economy ar 
made more dynamic. As Avy 
grows we intend to keep it dy. 
namic. We’re moving in ° aging 
some giant corporations and some 
giant problems. We intend to hol 
our own with them. And we jp. 
tend never to be paralyzed by ou, 
own bigness. 

“IT think this outfit will cop. 
tribute its share—in product val. 
ues and in policies and the morale 
of a lot of people—to strengthe, 
the nation’s economy.” 


Mullins, Avco 
Shape Ad Drives 


on Kitchen Units 


Magazine Series Will 
Feature Both Lines; 
Major Budgets Set 


Cuicaco—America’s families are 
in for a barrage of advertising this 
year built around better kitchens 
and kitchen equipment for their 
homes, two of the leading manuv- 
facturers in the industry indicated 
last week. 

Mullins Mfg. Corp., Warren, 0, 
has launched a year-long adver- 
tising campaign for Youngstown 
kitchens which it expects to 
“generate” $4,500,000 worth of ad- 
vertising and promotional effort 
during 1949. American Central di- 
vision, Avco Mfg. Corp., Conners- 
ville, Ind., has shaped up a pro- 
gram to operate on a_ budget 
close to $1,500,000, about the same 
as last year, for both national and 
local dealer advertising. 

Youngstown, which lays claim 
to the title of world’s largest 
maker of steel kitchens, will co- 
operate with its 60 distributors 
and nearly 9,000 dealers in six 
nationwide promotions, and wil! 
continue its policy of promoting 
its line in national magazines. The 
schedule includes a basic list of 
six publications, supplemented by 
13 others which will be used less 
frequently, on a rotating basis, 
to achieve full family coverage. 


ws The national media list for 
Youngstown kitchens _ includes 
American Home, American Maga- 
zine, Better Homes & Gardens. 
Collier’s, Coronet, Country Gentle- 
man, Farm Journal, Household, 
Ladies’ Home Journal, Life, Look, 
McCall’s, Modern Romances, 
Newsweek, Pathfinder, The Satur- 
day Evening Post, True Confes- 
sions, True Story and Woman’ 
Home Companion. Brooke, Sr ith, 
French & Dorrance, Detroit, }:an- 
dles the account. 

Mullins will continue to use the 
“Call Western Union” (for deal rs) 
plan throughout 1949. 

Marshall Adams, Mullins’ ad- 
vertising and sales promotion 
manager, said the full-color m ga- 
zine pages will be tied in with the 
distributor-dealer promotions 4 
the local level. Distributors vil! 
place tie-in copy in newspary ers, 
employing the magazine illus ra- 
tions and featuring the name 
participating dealers. For each | r0- 
motion, the dealer will be ar 1¢d 
with a package containing § [e- 
size cutouts of the figures sh Ww 
in the national ads, for use 4 
window and floor displays ° 
kitchen equipment; smaller fig © 
for use with miniature disp! 5: 
reprints and blowups of the 5: 
tie-in newspaper ad mats featu 
the magazine illustrations; e 5¢! 
cards; consumer literature i #4 
wide variety, and a promotic 14! 
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RECOVERY—No sooner had a thief smashed a window of an electrical dealer in 
St. Louis and stolen a Crosley radio, than the dealer put up the sign shown above. 
He was able to add the gleeful note, ‘Yeah, they got the guy,” a few days later. 


“extra” such as a special display 
device. 

The Youngstown magazine 
schedule is 20% larger than last 
year’s, itself a heavy one. 


s American Central’s advertising 
and sales promotion manager, 
Charles A. Reinbolt Jr., said this 
company’s consumer phase of the 
‘49 ad program was adopted after 
an exhaustive study of market 
conditions and merchandising 
trends. The program will be oper- 
ated on a plan for balanced circu- 
lation throughout the country, he 
said, and will run from March 
through November. 

On its schedule are American 
Home, Better Homes & Gardens, 
Country Gentleman, Farm Journal, 
Holland’s, Progressive Farmer, 
Small Homes Guide and Success- 
ful Farming. Special spring and fall 
campaigns are planned for Parade, 
This Week Magazine and the New 
York Times’ magazine section. The 
company isn’t disclosing appeals 
to be directed to the ’49 prospect, 
but Mr. Reinbolt said both art and 
copy will be “entirely new in 
kitchen advertising.” 

In business paper space, Ameri- 
can Central will cover the home 
appliance field, and also will use 
publications serving the architec- 
tural profession, building and 
plumbing trades, hardware retail- 
ers and home economists. Visual 
tools are being emphasized in a 
merchandising program launched 
this month. 

Ruthrauff & Ryan, Chicago, is 
the American Central agency. 


Gair Adapts Gravure 
for Carton Printing 


New YorKk—Robert Gair Co. 
last week announced a new carton 
printing process which enables the 
company to produce sheet-fed 
‘avure printing on paperboard. 
Two new presses, single-color 
id two-color, have been installed 

Gair’s Piermont, N. Y., plant. 

handle the process, Gair has 
nemed Halver T. Sorensen tech- 
nical adviser. Mr. Sorensen has 
Spent 50 years in the printing 
siness, 35 of them with Beck 
‘raving Co., Philadelphia, where 
was general manager and for 
wiom he started a_ letterpress 
lint in 1911. 

Nith sheet-fed gravure avail- 
e, Gair expects carton design 
change considerably, since it 
1 give faithful color reproduc- 
is of subjects drawn or photo- 
phed. The company plans ex- 
Pension in the food and cosmetic 
fi ld, where it is thought the ap- 
pb! cation of gravure to folding car- 
S will be particularly effective. 


K'VK Increases Power 

station KWK, St. Louis, has be- 
un nighttime operations on an 
Increased power of 5,000 watts. The 
Station’s new slogan is “KWK 


Your Signal for Good Listening.” 


Gaines Appoints Four 
Dr. J. W. Bernotavicz, formerly 
engaged in developing food pro- 


cessing methods and equipment 
for Chain Belt Co., Milwaukee, has 
been appointed director of re- 
search of the Gaines division of 
General Foods Corp., Kankakee, 
Ill. Delbert Creighton, with GF 
since 1939, has been named pro- 
duction manager, and T. I. Mor- 
row, district representative in 
Davenport, has been made mid- 
west Gaines special service mana- 
ger. R. W. Hayes, supervisor of as- 
signments and planning in New 
York, has been appointed sales 
manager of Gaines grocery sales. 


WHLI Appoints Goodfellow 


Joseph Goodfellow, formerly 
resident manager and vice-presi- 
dent of Station KSJB, Jamestown, 
N. D., and an account executive 
of Station KIOA, Des Moines, has 
been appointed an account ex- 
ecutive of Stations WHLI and 
WHLI-FM, Hempstead, L. I. 


Joins McCann-Erickson 


George Kirby Culver, formerly 
with Geyer, Newell & Ganger, New 
York, has joined McCann-Er- 
ickson, New York, as assistant ac- 
count executive on the Puerto Ri- 


can rum account. 


Miss Foley Joins Macfadden 


Esther Foley, former food editor 
of American Home, New York, has 
been appointed home service di- 
rector for all Macfadden publica- 
tions, effective Feb. 1. Prior to her 
association with American Home, 
Miss Foley was with the New York 
Herald Tribune home institute for 


ten years. 


To Royal & de Guzman 

Royal & de Guzman, New York, 
has been retained to handle the 
advertising of Merit Enterprises, 
Inc., Brooklyn, home appliances. 


Pace-Wiles Moves Office 

Pace-Wiles, Inc., Huntington, W. 
Va., has moved its offices from 
840 6th Ave. to 423 9th Ave. 


circulation 
parallels sales 


- « « $348,087,000 . 
in the trading area. 


Home Coverage: 99% 


ALLEN-KLAPP CO. e 


Of the total retail sales in the Fort Wayne Area 


51% in the city, 49% in the trading area. 


ABC Trading Area. Write for market map. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


. . 49% is in the city, 51% 
News-Sentinel circulation is 


of Fort Wayne plus 43% of 


NEW YORK---CHICAGO---DETROIT 


Standard hog diet is 95°%, grain and 5,°%, forage. Hogs 


- 
i 
- 


consume 40%, of the total corn production. 


Don Frakes, Wright County, Ia. farmer set up a part-hay 
feeding program... found high-quality forage could supply 
26%, of a hog’s feed, with brome-alfalfa nearly half the ration 


at some stages. 


Using 3,105 bu corn, 590 bu oats, and 111,550 lbs hay, Frakes 
raised approximately 82,793 lbs of pork—before he ran out of 


hay!... More hay and less corn improved soil fertility 


... higher ratio of sod crop to row crop reduced costly 


erosion and depletion . 


.. more efficient land use resulted 


in greater economy, higher profit! 


Advertisers alert to new developments in the big 


business of farming will read...‘‘Hogs a Bigger Market 
for Forage,’ page 30, SuccessFuL FARMING for January. 


Most missed market... are the farm families 
in the Heart States with the best soil, techniques, and 


methods, largest investment in property, machinery, 


livestock, spendable surplus from eight record years. 


Of SuccessFuL FARMING’s 1,200,000-plus subscribers, 


more than a million are in the Heart States... averaged 


about $10,000 gross income last year, $4,000 above the 


national farm average . . 


the US today! 


. are the best class market in 


Fringed by general magazines, the advertiser needs 


the deep penetration of SuccessruL FARMING to reach 


this major market... to make any national advertising 
really national ... SuccessFuL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, San 
Francisco, Los Angeles. 
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Also read-worthy in this issue: 


Favorable forecast... . 49 will 


demand for everything farmers grow 


be year of good prices, big 


... ‘Farm Outlook,” page 6. 


Profitable production... An acre of good farmland is worth 
$250-500, grows crops worth $50 to $200 and up... ‘Wasted 


Acres,” page 34. 
E for efficiency .. . Kitchen clinic 


in Buffalo County, Neb. got 


many women to remodel for functional cooking... “*Cook as 


Good as They Look,” page 36. 


Revenue Up... Reuben Frank, Scott 
County, Minn. gets $300.50 per cow over 
feed cost... by feeding ground ear corn, 
bran, linseed meal...‘‘Dairy,” page 124. 


New decorating patterns, 
color schemes, furniture and 
the 
advertisements of leading 


furnishing ideas, and 
manufacturers...give service 
to better farm living as well 
as better farm business! 
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Nor the Power of the Magazine Women Believe In. Here’s what powers Journal advertising pages: editoria 


Never Underestimate the Power of a Woman! 
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vitality so striking that, month after month, it attracts the world’s largest audited circulation of women. 
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» & 
SWISS STYLE—‘There is none better than 
md . . 
yg? = ~ ~~ laundry ad, a. PROSPECTS BRIGHT—Business looks good this year in the appliance field, Harry 
} Aye nage ny rs — sale. Parsons, vice-president, Landers, Frary & Clark (left), and William C. Conley Jr., 
yw Th oe yer oe a rs - sales manager, Coolerator Co., agreed during one of the conferences at the 
elphia. The posters, some of the first Chicago home goods market Jan. 3-15. 
consumer ads to reach the U. S., are 
from the foreign collection of Central 
Outdoor Advertising Co., Cleveland. 
IPE Pieter Cleese, Dutch, Tie? 8160! - The Art Institute of Chionge 
FAMILIAR Foovs IN FAMOUS PAINTINGS 
Ge yOOe 1 A JOY to everyane But per- burgher and baer like wanted paintings on > Preren C.ateguw Maamiem, 1687 3-166, 
J hapa fow people have exppesand such « thea walls that would syribohze tie ove cass from a tumily of notable pmaters He 
hrorty satiafection in the siaphe plearures free way of life ‘To satiety this demand there «ork « dutungushed for tightiy mtegrated 
of the table as the Dutch painters of the grew up @ brilliant schoo! of «tl life painting conryocmnt ins, Maatietic detail soul eacedient 
« venteenth owntury in whack an abundance uf laud «as ghorified tone velge Sigued only P. CC. auch of hie 
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ond eaeeeen a Seema 9 Wily tereah and SE So ecvcnios that givers mae ante ee te oe ne, 
rock delight. in cating of depth amt rhythes and a wreulertully and chow io ee oe fives. Tiwee tonsier 
> This ee ee ee subtle feel far varied textures. — juicy raisins are the vory kind we have 
Fea GM You thay hed wtorvnt  R_ts,"ns ire cit desta Gast atsocad "oy ose Ana tne 
amt atrugyied to free temmeives of Spenith — titers shining gently in the shadow, all Queen Oliwes among the 57 Varietion, as 
domination. The founding of the Dutch  igise reveal « warm and sympathetic eve proud and plump aiid piquant as the morsels 
pape rot a | aby Psion oom acd quay in the coramenplace A painting —picturnd here. We today are heirs to all this 
ov te me OF CEng, as this is truly « tome poems, a pleas weat tradition of yaad eating, in our 
ond « deep desire fur better living te sedaa’s dartantonting ion and sow “4 on pce wel te rn og the os 
D So all Holland built fine.enug houws; and — it wax threw tmundred years ago in Holland —yrepared by H. J. Heine Company 
This se the teres wf 2 cartes of gree! wii! lite seictings pexemted ty Hemme Tebow terres Libeasy 
een - 1-2 “a 
H.. J. HEINZ COMPANY FUN WITH SPACE BUYERS—One of the skits enjoyed by guests at the Christmas party 
Makers of G2) Variesies given by the southern California chapter of the NIAA was this burlesque agency scene 
. ‘ NEW—Handi-Lube, a new all-purpose in which William P. Lester, Steller, Millar & Lester; Robert P. Heintz, of Heintz & Co.; 
household grease, has been added to M. R. Klitten, M. R. Klitten Co., and M. L. Gowans, Darwin H. Clark Co., ignore the 
LEADS SERIES—First of a series of educational ads scheduled by H. J. Heinz Co. the home products line of Cities Service pleas of William Mills, Fellon Publishing Co., for a space contract. Harry Schell 
in The Instructor and Grade Teacher is this one, reproducing a still life by Pieter Co., New York. The display carton holds (right), also a publisher's representative, has grown white hair and beard while 
Claesz in the collection of the Art Institute of Chicago. All of them will be in four 12 three-ounce tubes. waiting for an interview. 
colors, and devoted to famous still life paintings on the subject of food, appearing 
in American museums. 
ah ee 
a 
R 
— 


Red Cedar Shingle Bureau; Adolph Schmidt, general manager, 
Olympia Brewing Co., and Dick Behm, sales promotion manager, 
M & M Woodworking Co. Jantzen, Olympia, Red Cedar Shingle 
and Tillamook County Creamery Association are the four 30- 
year clients. The agency has offices in five cities. The “Gardner” 
in the firm name represents a working relationship with Gardner 
Advertising Co. 


30th ANNIVERSARY—Botsford, Constantine & Gardner, estab- 
lished in 1918 by David M. Botsford and C. P. Constantine, 
celebrated its 30th anniversary with representatives of four 
accounts which the agency has served since its organization. 
Left to right at the luncheon table in San Francisco are: David 
M. Botsford, president; John A. Zehntbauver, president of Jan- 
tzen Knitting Mills; William Woodbridge, secretary-manager, 


9 TELE TALK—Television was the main subject under discussion at a recent television 
/ seminar held at a Radio Executives Club luncheon in New York. Among the speakers 
y were, left to right: E. K. Jett, vice-president in charge of television operations of the 

Baltimore Sun newspapers and WMAR-TV, Baltimore; Arthur Pryor Jr., vice-president 
4 in charge of radio, Batten, Barton, Durstine & Osborn, New York, and Spyros Skouras, 
) president of 20th Century-Fox Film Corp. 


AT MARKET CONFAB—I. E. Showerman, NBC’s central division manager (left), 

and Max Balcom, president, Radio Manufacturers Association, comprised a two- 

man team at the first radio-video conference during Chicago's international furni- 
ture and home furnishings market. 


troller and several others having contributed to the show. 
Controller George Daly (left), discusses his watercolor, here, 
with G. Potter Darrow, v.p.. and William Mackey, ort director. 


SPA2E TIME ART’ SHOW—Members of the art department have 
© monopoly in an exhibit being shown by Dorville Corp., 
Priledelphia agency, a copywriter, a vice-president, the con- 
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We're bragging. 


but did. you know that in the 


PHILIPPINES... 


‘ 2 The Manila Times 
| The Sunday Times 


; now have from... 


= => DOUBLE +. 
TRIPLE 10 
~ QUADRUPLE 


the net paid circulation 
of other dailies? 


It's a fact, 

ih and at a 

a cost per 

| thousand 
iy LESS than 

. HALF THAT 


OF any other 
‘ daily. 
OCTOBER AUDIT: 


“' % Daily 89,782 
X Sunday 109,696 


ASK US FOR OUR 
REPORT 


on the 


PHILIPPINE 
ECONOMIC 


PICTURE 
———| 


U. S. Representative: 


ALBERT CAPOTOSTO 
270 Park Avenue 
: New York 17, N. Y. 
~ . MU. 8-4777 


Bureau Releases 
Ist Family Food 
Practices Study 


WasHINGTON—First details of a 
nationwide study of family food 
practices released by the Depart- 
ment of Agriculture last week 
showed in great detail how income 
influences the quantities of dairy 
products, vegetables, meats and 
other products consumed by Bir- 
mingham, Ala., families. 

With families putting an over- 
all 37% of their income into food, 
those with incomes of $4,000 or 
more were eating four times more 
fresh fruit than the under $1,000 
group. They were using 2% times 
as much canned fruit and vege- 
tables, twice as many fresh vege- 
tables, twice as many eggs, twice 
as much milk, twice as much in 
bakery products and more of the 
more expensive cuts of meat. 

In flours and other cereals it 
was a different story. Lower in- 
come families consumed half again 
as much flour and other cereals 
per week as the over $4,000 fami- 
lies. In fats and oils, and sugar 
and sweets, little difference ac- 
cording to income was noted. 


s The Birmingham report is the 
forerunner of additional material, 
now being tabulated, which will 
give in great detail eating habits 
in various parts of the country 
during the major seasons of the 
year. 

Prepared by the Bureau of Hu- 
man Nutrition and Home Econo- 
mics, with funds from the Federal 
Research and Marketing Act, the 
nationwide study of eating habits 
is expected to provide food pro- 
cessors, market men and farmers 
valuable facts showing the influ- 
ence of geographical location, sea- 
son of the year and income on 
consumer users of food. 

By comparison with prewar stu- 
dies, it is expected to give busi- 
ness men, as well as home econo- 
mists and social welfare workers, 
nutrition habits and market pos- 
sibilities. 


s Birmingham information now 
available was collected in Febru- 
ary, 1948. However, field work 
for the entire project has been 


FAMILY GET-TOGETHER—Everett W. Hoyt, standing next to the accordian player, 

president of Charles W. Hoyt Co., New York, his wife and Allison R. Leininger, 

vice-president in charge of advertising of Parents’ Magazine, enjoy the Christmas 

carolling along with the Hoyts’ three sons, at Parents’ Christmas party for 
advertising men and women and their children. 


ham reports covering spring and 
fall are in the tabulating state. 

To provide information by geo- 
graphic location, similar three- 
season reports are being tabulated 
for Minneapolis-St. Paul, San 
Francisco and Buffalo. A nation- 
wide report, covering 68 cities and 
towns, is also scheduled for re- 
lease. 

Almost 1,600 housekeeping fami- 
lies of two or more persons in 68 
cities maintained records of their 
food expenditures. Separate fig- 
ures were maintained to indicate 
food bought away from home. 


a In its Birmingham study, “Fam- 
ily Food Consumption in Birming- 
ham, Ala., Winter, 1948,” the Bur- 
eau of Human Nutrition reports 
purchases by 12 major food clas- 
sifications for five income levels. 

The classifications, each broken 
down to show a half dozen or more 
major products, are: milk, cream, 
ice cream, cheese and fats, oil; 
flour and other cereal foods; bak- 
ery products; eggs and meat, poul- 
try, fish; sugars, sweets; fresh 
fruits; fresh vegetables; dried fruits 
and vegetables, nuts and frozen 
foods and vegetables; canned 
fruits and vegetables, juices; pre- 


completed, and additional Birming-! pared or partially prepared dishes, 


soups; beverages; miscellaneous 
foods. 

Though Agriculture Department 
said a “low-cost food plan” should 
have fed Birmingham citizens for 
$4 to $5 per person during that 
month, the study reported an 
average expenditure of $6.61 per 
person per week, with 14% spend- 
ing more than $10 per person, and 
11% less than $3.50. 


s Families with incomes under 
$1,000 spend an average of $3.88 
per person per week for foods— 
not enough for a nutritionally ade- 
quate diet, the bureau said. Those 
with $4,000 incomes spent an av- 
erage of $8.53 per person. 

The “under $1,000” group spent 
77% of its income for food. Those 
between $2,000 and $3,000 spent 
39% and the $4,000-and-over group 
spent 28%. 

Birmingham families are eating 
more fresh fruit, fresh vegetables 
and eggs than before the war, ac- 
cording to comparisons with pre- 
war data. Milk consumption of 4.2 
quarts compares with 2.6 quarts for 
whites and 1.2 quarts for Negroes 
in 1936, when the previous study 
was made. 

Differences in meat, poultry, and 
fish consumption by income class 


If you'd rather pull at purse-strings 
than heart-strings, it’s the one 
at the right. With her husband, 


she spends one of the highest incomes 
among all big magazines for everything 
that makes for better family living. 
Over 3,000,000 such families depend 
on Better Homes & Gardens for buying 
guidance. Is your story there? 


America’s First Service Magazine 


Advertising Age, January 17, \949 


was in terms of quality, as 
as quantity. The over $4,000 
users of steaks, poultry and c 


vel] 
lags 


ODs 
consumed 73% more meat per = " 
son than the lower brackets. a es 

Reports are available from th. #¥* 
family economics division, Bu eay 
of Home Nutrition and Home _ ‘co. 
nomics, U. S. Department of Ag. ore 


riculture, Washington 25, D. (. 


CHICAGC 
CBS and NBC Battl« i 
for Rating Position et 
But ABC Tops List ony be 
yaget 
New York—While CBS and Mhial Ma 
NBC were locked in a Sunday Hrvey of 
night rating battle, with each side rhe stu 
using a barrage of on the air an- Month, dr 
nouncements and newspaper ad- fom mai 
vertisements, ABC’s forces, lec by M90 indt 
Walter Winchell in a new Kaiser, Birs of f. 
drove off with the spoils of war. bveral bi 
Mr. Winchell rated 29.7—the Bite thei 
highest rating of the season—in a Bichers’ cc 
special Hooper study covering Jan. & o; 334 
9. His sponsor identification for Bated th 
his first Kaiser-Frazer commen- Moir proc 
tary on Jan. 2 was 64.3, only Boy expe 
slightly below the 67.8 he scored in .j 194 
his last Jergens broadcast before Bi 40, ex 
terminating that 16-year series. Bene leve 
Kaiser-Frazer and its dealers have Bynpanie: 
used the newspapers to let people ining sa 
know that Winchell is now work- 
ing for them. 
Other reports from the front Peog 
show: Lucky Sirike’s Jack Benn) 

: ’ Hhe repor 
had a 27.3 score on his second CBS ey havi 
appearance, against 11.4 for Philip sing apy 
Morris’ Horace Heidt on NBC. S ‘ 

ear. Of ¢ 
Lever Brothers’ Amos ’n’ Andy 9 budge 
(CBS) hit 19.1, against 13.3 (NBC) e figut 
for Rexall’s Phil Harris. tems. OF 
Coca-Cola’s Spike Jones (CBS) remais 
moved up to 10.5. 44%. an 
Fred Allen (Ford Dealers, NBC) §. 3, «trial 
at 10.7, was lagging behind two viethates 
competitors, Sam Spade (Wild- ated the 
root-CBS) and “Stop The Music” dustrial 
(Smith Bros., Eversharp, Speidel, §- while 
Old Gold). The ABC audience old shee: 
participation program made 19.2 ubstantis 
for the first half-hour and 22.3 ummary 
for the second. busine: 
‘Sports Afield’ Promotes i 
Cary to Western Manager bricated 1 
Reg Cary, who has been assist- #-such a: 
ant to David N. Laux, executive Building 
aoe gan a has been appointed Frost nu 
western manager ; 
of Sports A field, pate 
making his head- a 
quarters in Chi- side larg 
cago, effective 8% ext 
Feb. 1. He suc- he same 
ceeds Willard K. uts. 
Trout, who was 
recently made Of th 
general manager 40; 
in the Minneapo- Bree 
lis office. fforts th 
Prior to join- hore adv 
ing Sports Afield, Reg Cary ‘ill empl 
Mr. Cary was will inte 
western manager of Food Topics. Brams, a 
lans sigt 
Hilton Promotes Kline utional 
William M. Kline, who joined § 4 sep 
Peter Hilton, Inc., New York, in #P@ncling 
1947, has been appointed a vice- FRates tha 
president of the agency. vill mair 
— Bets, they 
arefully 
lifficult s 
ng of | 
ikely as 
nar ginal 
Hitional 
sou 
oints 
by 
ma 
d L 
sing, 
dver 
t ma 
>, wi 
Ss né 
also 
oint: 
et d 
Phone Chesapeake 53-2500 . 
THE ALBERT KIRCHER le t 


- LEE H. LASHER, VICE PRESIDENT 
1001 WASHINGTON BLVD., CHICAGGs 
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o iss Bncustrial Ad, 
«aes Gains Are 
‘ © Forecast for ‘49 


CuicaGo—A big majority of the 


tle stion’s industrial manufacturers 
xpect 1949 sales and advertising 
n hb hii new peaks, or at least hold 
ren with °48, and only a small 


t umber look for sales declines and 
udget cuts, according to Indus- 
5 and Mial Marketing’s second annual 
Sur lay vey of the field. 
ch side} The study, completed late last 
air an- Month, drew more than 300 replies 
er ad- fom mail questionnaires sent to 
lec’ by {i900 industrial advertising mana- 
Kaiser, Mrs of firms which advertise in 
war, byeral business papers or distri- 
‘I—the Rute their catalogs through pub- 
'—in a Mchers’ consolidated catalogs. 
1g Jan. # Of 334 manufacturers who esti- 
on for Bated the ’49 sales outlook for 
nmen- Beir products, 163, or 48.8%, said 
, only ey expect sales this year to ex- 
red in Heed 1948; 115 companies, or 
before 4%, expect sales to hold at the 
Series. Mme level this year, and only 56 
S have Hmpanies, or 16.8%, look for de- 


people Mining sales. 
work- 


With the days of competitive 


© pling at hand, more than half of 
d CBS e reporting manufacturers said 
os ey have increased their adver- 
Philip sing appropriations for the new 
™ ear. Of 327 companies estimating 
Boe 9 budgets, 178, or 54.4%, said 
NBC) §.. figures will be larger; 102 
irms, or 31.2%, expect ad budgets 

(CBS) remain the same, and 47, or 
44%, anticipate budget trimming 

NBC) idustrial Marketing’s first appro- 
d two riations survey, a year ago, indi- 
Wild- ated that 1948 dollar volume of 
Music dustrial advertising would top 
peidel, 7, while physical volume would 
dience old steady, and the estimates are 
e 19.2 ubstantiated by IM’s year-end 
A 22.3 ummary of industrial advertising 
n business papers (AA, Jan. 10). 
Producers of materials, includ- 

g raw materials and those fab- 

rT bricated to basic shapes and forms 
assist- such as metals, chemicals and 
cutive Building materials—expect the 


ointed Bhost numerous increases in ad 
ppropriations. Of 81 companies in 
his group, 52 (64%) have set 
side larger budgets for ’49, while 
6% expect budgets to remain 
he same size and 10% anticipate 
uts. 


Of the reporting companies, 
4% expect to boost direct mail 
fforts this year; 6.3% will take 
hore advertising space, and 3.6% 
‘ill employ less space. Many firms 
will intensify sales training pro- 
‘opics. Brams, and one company in 20 
lans significant changes in distri- 
utional methods. 
joined @ A separate survey of agencies 
-k, in Mancdling industrial accounts indi- 
vice- Mates that, while most advertisers 
vill maintain or increase ad bud- 
—— #ets, they will choose media more 
_.. Marefully in anticipation of a more 
oP) ifficult selling year. Sharper buy- 
ng of business paper space is 


ikely as advertisers drop some 

- narginal publications, resist ad- 

a titiinal rate increases and ask 
nor: sound readership data. 


‘pr oints Lavenson Agency 


O:\by & Barton, Providence, 

K.I manufacturer of rings, has 

lay sd Lavenson Bureau of Ad- 

eri sing, Philadelphia, to handle 

| 's dvertising. Emphasis in both 

ire t mail and publication adver- 

7 ‘sl 2 will be placed on the com- 

. an ’s new SelFit ring. Point-of- 
J fale also will be used. 


‘pj oints Junger Agency 


Mort Junger Advertising, New 
Yor:, has been appointed to 
ran le the advertising of Tele- 
"Sin Research Institute, pub- 

» Os shi c of the “Video Weekly News- 
ette” and the “Video Washing- 
Vetter.” 


National Silver Appoints 
Franklin and Reynolds 


Arthur Franklin, former chain 
store representative, and Jim Rey- 
nolds, former merchandise mana- 
ger of the Royal Brand Cutlery 
division, have been appointed di- 
visional sales managers of Na- 
tional Silver Co., New York. 

Mr. Franklin was previously as- 
sociated with Joseph Reiss As- 
sociates as general sales manager. 
Prior to joining National Silver, 
Mr. Reynolds served as sales rep- 
resentative for Landers, Frary & 
Clark. 


Lane Names Patterson V. P. 


Alex Patterson, sales manager, 
has been appointed a vice-presi- 
dent of Lane Ltd., New York, 
manufacturer of smoking tobaccos 
and cigarets. 


Atlantic City... 


The World’s Playground 


where over 18,000,000 yearly visitors 
see and absorb messages 
like this Calvert. 


Let Us Place YOUR “‘High-Spots”’ 
on the Boardwalk. 


Displays 


KFYR COMES IN 
LOUD and CLEARIN 

A LARGER AREA 

THAN ANY OTHER 
STATION in the U.S.A.! 


Map Reprinted Courtesy of 


LOOK 
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THE Paul Smith Agency New Atomic Cloc: 
Changes Its Name =} Toflenadio Mas Corner ig as ca er 
Vv i New Yorxk—The corporate title of Video Channe Is 
be of the Paul Smith wy te - oe Advertisers are perhaps not expected to know these w Radi 
has been changed to Smith, Smal- things, so we give out with the theatrical dictum that of all the r 7 pert adio 5 nergy Jan. 1 
ABC* MARKET is ley & Tester. The title change in- forms of story-telling the two most stilted, artificial and sea ae ers were > lefed tisi g Ex 
volves no change in the en difficult to bring off are operetta and farce. This is true on nes ee -_ . —. x Omid yal conv 
ment of the agency. ae " , the stage. It is true on the radio. Tomorrow it will certainly Mats . a Sen ave >” ae thal Hoel, Ch 
former art director < D’ yd ~ be proved again in television. It is always and constantly ag sapnauing PX Qncards Jan. 23 
] vertising Co., New York, form and inevitably true. which may open e way (or ation of t 
his own agency last year. s ful f d thel d tt substantial increase in the num ference, | 
PEOPLE Officers of Smith, Smalley & eye rang pang aa - my Sica Coors + A ber of high frequency radio ‘hap Barbara, 
Tester are: Paul Smith, president; SUDJOC US WEEK, 15 aN CN uring  somewnat rare species in nels available for television ay Jan. 2 
Jefferson Tester, executive vice- the legitimate theater. It has its addicts and some operettas, other services sia 
’ : s “ . re 
president; Robert Smalley, vice- ~ which a part 8 pte ag Shubert — Blossom While the practical appli: atio, “a * 
; president; Charles B. West, treas- wens is t ~ classic example, go on year alter year in per- in radio of the new time sta) da; Feb. 14 
. urer, and Dorothy Reiners, sec- ennial popularky. must still pass through the labMM 4. ciatic 
F retary of the plans board. Actually there is probably nothing wrong with operettas oratory stage, scientists working | ing Cony 
Ist in Dairy Dream Farms, New York, which better scripts and better acting wouldn’t cure. Too  /ultra short wave radio at the Bul yjarch | 
a newly formed company, has ap- many librettists are singularly inept playwrights while reau of Standards believe hei yo.,artme 
pointed the agency to handle ad- beautifully-voiced singers tend to murder spoken dialog. new principle may permit narrow. erce of 
SOUTH vertising for a new sweet cream in Script and acting problems are emphasized anew in the ing of channels reserved for inf¥ sional mi 
cans. operetta series on ABC sponsored by the Railways of Amer- dividual signals, making it pos. Ho er 
CAROLINA ica Monday nights. sible to divide the radio spectrum April 6 
Allan Adams Appointed There is a certain amount of production whoopla to sell into a larger number of channels y Broad 
Secretary of Fawcett the program as a “Show Train” (get it?) and so far as the First applied to an “atomic vention, 
t Allan M. Adams, who joined music and singing go results are okay. But the series suffers clock” demonstrated here recently 4 pril 
Fawcett Publications in 1933, has «embarrassingly from unwarranted deference to the original the new principle rests on 4 paper Pr 
i been named secretary of the and hopelessly “dated” plots and from a singularly tired time standard based on the motion 14) com 
. company, succeeding the late script job, even granting that the singers-who-ain’t-actors of molecules. Considerably more April 
Allan E. Norman. ; don’t help. accurate than any previously§....- py 
Mr. RGus, 90, saree whe i i i i known timing mechanism, it is ex ee 
Fawcett as a newsstand promotion The grandiose and awkward speeches lifted intact from ted t > yo &X- dorf-Aste 
checker in Seattle. He was suc- the stage version of 25 years ago rang hollow over the mike pected to point tonew controls in May 2¢ 
cessively traveling field represent- when “Desert Song” was revived. Sterling Holloway’s radio transmission which will con-M tion of 
‘ ative, chain store sales manager, quietly desperate mugging in the name of comic relief served fine signals more readily to theif aups an 
promotion manager and assistant mostly to mock the whole silly plot of a French general’s assigned channels. Ont. 

L oe manager. ry oe rte son who went about among the Bedouins disguised as “The If true, the new process may way 2% 
. pepe ey med to 7 Ie remo Red Shadow,” and far less convincing than “Lone Ranger.” break the bottleneck of frequency + sales 
| manager, a post he has held since, : cae : shortages plaguing television, and : | 

We knew, but the heroine didn’t, that it was Gordon MacRae P ; _? “vention, — 
except for a leave of absence from . ; 
1942 to 1946 when he served as all the time. dozens of other services fighting May : 

; a naval aviator. He is also secre- Try to make that kind of a libretto stand up without an perils. ag bla Recap lt Federatio 

° tary of the Bureau of Independent adapter who is a creative writer in his own, and without the ae emis. daniel A ap stare nual conv 
Rig Publishers and Distributors. assets of convincing performances. And, speaking of a hard- Process ton, Texé 
. B. C. figures for City and ai j isi June 2( 

F Retail Trading Zone in S. C.'s Three Join Celotex seg libretto, nr ag ag ‘ak vee ly cong Ma om Joins Grant & Wadsworth vertising 

F 3 largest markets are Michael Sembrat and Theodore tee Soe: SNe a wee wee tO : , , 

; GREENVILLE .... 455.011 Koelikamp have joined the copy higher freight rates and passenger fares because they _George Lichty, formerly  as-§ vention, 
COLUMBIA 438.216 staff in the advertising depart- worked so hard and meant so well. The copy was about as — agg a = -_— Cincinnat 
CHARLESTON 353.776 ment of Celotex Corp., Chicago. appealing as public accountancy-inspired prose usually is. an aoe te ee ae So 

i h b ’ int joined Grant & Wadsworth, New tising A 

George Carr has been appointed || York, as merchandiser and a-Beo ue 
' administrative assistant. -—-! | count executive. Joseph G. Blan-g erence 
chard, formerly with Scott Print- 
Vance and Frandsen to KMPC | ing Co., Jersey City, N. J., has Two-T 
The Greenville News- Fred L. Vance, formerly com- joined Grant & Wadsworth as 
papers consistently lead mercial manager of NBC station | Production manager. Farme 
all others in South Caro- WEEK, Peoria, and Tom Frand- 
' lina in TOTAL ADVER- sen, formerly with Tower Produc- Rat Names Mary Cornell ‘Own’ 
’ TISING LINEAGE. tions, have been appointed ac-| Mary Mader Cornell, former!) 
(ea ry executives of Station KMPC,| production assistant of Parents} Deg M 
; os Angeles. Magazine, has been named _ pro-Bthirds of - 
: duction manager of Raf Adver- ond panes 
a Now Whistle & Vess Beverages | tising, Inc., New York. nea 1 
Vess Beverage Co. and Whistlé : . 

. Co., a division of Vess, have be-|Cunningham Transferred view tha 
| gun operation as Whistle & Vess Emory Cunningham, on the ad-Baqio hol 
: Beverages, Inc., with general) vertising staff of Progressive Far-§ nang 

CHET LONG is more thon a WBNS offices in the Arcade building, St.|mer, has been transferred from Pali 
. THE news commentator. He is a public Louis. Birmingham to the Chicago office The fz 
spirited citizen of a thriving com- —Ti vealed in 
GREENVILLE munity and is always an indefat- — Bi conductec 
igable worker for all civic im- through i 
NEWSPAPERS provements, charities and worth- and publ: 
" while organizations. Recently he was W , 
. 9 Vallaces 
ARE awarded the first and only male stead. 
membership in the Columbus Chap- Ag 
DELIVERED ter, National Secretary's Associa- | get pve 
‘ tion, because of outstanding service farming? 
DAILY to the profession. operators 
probabilit 
R IN IT PAYS TO ADVERTISE (ON WBNS) has been profitably proven sg 
a by the Furniture House, one of Columbus’ better furniture stores, NE 
MORE They bet their entire advertising budget on WEBNS and to their more tha 
THAN great satisfaction business instantly showed a phenomenal in with the 
crease and has steadily gained for month after month. Yes, if pay: 
you want results use WBNS. Radio, 
87,000 ; 7 58 
, “ONE OF THE NATION'S TOP TWEN- 142%. 
TY," that's what Centra io listeners 1.4 : 
HOMES have sonny hearing over WBNS for the x >, 29.2 
past two months. Hooper Listening Index ension \ 
for August-September 1948 wae | WBNS Fl N bt io bull 
10th in th ning, 7th in the afternoon ia bul etj 
and sth » a evening. A top twenty - PRINTING 1) etins, 
rating based on the city zone share of 
audience for all stations, network and PLATES 8 he su 
non-network cities. \ \™wa conc 
COLOR PROCE 5S Bin. idea 
| HALFTONE = ope -ators 
ZINC pro lems 

-_ PIEDMONT ae Z anc feed 

ae a 5 a ‘ ie Sener Z pre pects. 
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n. 17-19. Newspaper Adver- 
tis) g Executives Association, an- 


ya! convention, Edgewater Beach 
Ho'el, Chicago. 

Jan. 23-25. Advertising Associ- 
aticn of the West, midwinter con- 
ference, Mar Monte Hotel, Santa 
Barbara, Cal. 

Jan. 24. 1949 Television Film 
Conference, Biltmore Hotel, New 
York. 

Feb. 14-15. Inland Daily Press 
Association, 65th midwinter meet- 
ing, Congress Hotel, Chicago. 

March 8-9. Domestic Distribution 
Department, Chamber of Com- 
merce of the United States, na- 
tional marketing conference, Neil 
House, Columbus, O. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

fay 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Texas. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 


Two-Thirds of lowa 
Farmers Vote for 
‘Own’ Publications 


Des Motnes—More than two- 
thirds of lowa’s farm operators de- 
pend on farm papers, farm and 
non-farm magazines as vital 
sources of information in helping 
with their job of farming, while 
radio holds a substantial lead over 
newspapers as the second most im- 
portant informational source. 

The farmers’ choices are re- 
vealed in a comprehensive survey 
conducted by Iowa State College, 
through its Statistical Laboratory, 
and published in booklet form by 
Wallaces’ Farmer & Iowa Home- 
Stead. 

Asked “In general where do you 
get information to help you in 
larming?,”’ 70.92% of the 557 farm 
Operators questioned in the area- 
probability sample said they use 
larm papers, farm and non-farm 
lacazines. Many operators gave 
ye than one source, of course, 
th the others shaping up this 


ladio, 48.83%; newspapers, 

5%; other farm _ operators, 
2%; Farm Bureau, AAA and 
SCS, 29.26%; “other,” 12.03%; ex- 
'ension workers, 10.95%; exten- 
bulletins, 9.87%; commercial 
oul etins, 5.03%. 


8 ‘he survey, on which field work 
conducted in October, 1947, 
‘uded questions on where farm 
‘ators turn for information on 
lems concerning the handling 
feeding of livestock, market 
pects, care and use of farm 
hinery, etc. Women were 
d where they go for informa- 
‘ol on poultry raising, gardening, 
i 1 care, etc. Data is interpreted 
1 elation to buying power, and 
‘he study also presents a prestige 
ati ig of farm publications, maga- 
tines and newspapers. One of the 
‘n lusions reached is that 68% 
j ‘ll Iowa operators of 30 acres 


or more regularly read Wallaces’ 
Farmer & Iowa Homestead. 

Copies of the study may be ob- 
tained from its offices here, at 
1912 Grand Ave. 


Arnold Names Weber A. M. 


Francis J. Weber, former divi- 
sion sales manager of Arnold Ba- 
kers, Inc., Port Chester, N.Y., has 
been appointed advertising mana- 
ger of the company. Prior to join- 
ing Arnold in 1947 Mr. Weber was 
assistant advertising manager of 
the special products division of 
Borden Co., New York. 


NAPL Announces Meetings 


The National Association of 
Photo-Lithographers will hold its 
17th annual convention and ex- 
hibit in the Penntop of the Hotel 
Statler, New York, Oct. 19-22, 
1949. In addition, the NAPL will 


51 


jon sound film. Rates include use 
of film facilities. On film programs 
requiring rehearsal, interpolation, 
cueing, etc., a film facilities charge 
has been set at $50 per hour of re- 
hearsal. 


hold a technical program at the| ments on sound film. 

Copley Plaza Hotel, Boston, on Class B rates are $300 per hour, 
March 26. $180 for one-half hour of air time; 
$45 for station breaks and service 
Buschhorn to Leave Prater | announcements on sound film, and 
: | $60 for one-minute announcements 
H. R. Buschhorn has resigned as | 
vice-president of Prater Adver- 
tising Agency, St. Louis, effective 
Feb. 1. He will move to his farm 
in Hardin, Ill., where he will de- 
vote his time to the development 

of a fertilizer he has patented. 


‘ a é et, 
» Guild ff 


Tell us about your ~ 
offer and we will 
recommend suit- ~ 
able lists. See 


Station KTTV, Los Angeles, 
Issues First Rate Card 


KTTV, Los Angeles Times and 
CBS television station which went | 


The Key to 


on the air Jan. 1, has issued its| : hy 
first rate card. For Class A time! 
rates are $500 for one hour and/| 


MAIL SELLING 


$300 for one-half hour of air time; | 
$75 for station breaks and service} 
announcements on sound film, and 


GUILD COMPANY 
$100 for 76.N NOYLTT, NY, 


: 


one-minute announce-| Hi wt 


And why not?... we just hired him. 


Mr. Jamison could be almost any Weed and Company 


representative. He came into our life well recommended. 


And he looks to us like the sort of alert, hard working 


We 


and company 


expert who will fit right into our organization, where 
we're doing more business for all of our clients than 


ever before in our successful radio history. 


Like all the other Jamisons here at Weed and Company, 
he has an instinctive and highly professional grasp of 

any broadcasting problem that comes his way, whether it’s 
...an advertiser's problem...a broadcaster's 


problem...a radio problem or...a television problem. 


Above all —Jamison realizes that the basic commodity 


he has te sell is service in an intricate and highly 


\ 


specialized field of advertising. He 


provides it honestly and expertly... 


and the results are already beginning 


to show in good black figures. 


Like all successful men, Mr. Jamison 
feels good about his business... and 
Weed and Company feels good about 


Mr. Jamison. For...you see... 


Mr. Jamison could be an y one of us. 


radio and television 
station representatives 


chicago . 


ed 


detroit 


new york «+ boston -« 


atlanta ° 


san francisco ° hollywood 
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Calls Creative Man's 
Message ‘Outstanding’ 


To the Editor: We never fail to 
read The Creative Man’s column 
in ADVERTISING AGE as we always 
enjoy it. 

We particularly like the one in 
the Dec. 20 issue, as we think this 
is no less than outstanding for 
several reasons. 

Every word that he wrote in 
this article is true and we believe 
the references from God’s Word, 
which he has given in the last 
two lines, are no less than perfect 
for the occasion. 

He has pictured the Holy Bible 
as being a gift catalog out of which 
we can select gifts which we might 
obtain for ourselves and to pass 
on as our gift to others. This is 
certainly true in the first two 
references that he gives. 

The last reference, however, 
is really the climax and we find 
here a gift which surpasses any 
other gift ever given. This is not 
a gift which we can pass on from 
one person to another, but it tells 
us of the greatest gift ever given 
and which was given by the 
Greatest Giver. The _ reference 
states: “Except a corn of wheat 
fall in the ground and die, it 
abideth alone; but if it die, it 
bringeth forth much fruit.” 

This is a beautiful illustration 
of what our Lord Jesus Christ 


accomplished in His death upon 
Calvary’s Cross. Our salvation 
could be accomplished only by 
| His paying the price and the price 
of our sins is death. The Gospel is 
so simple that many cannot bring 
themselves to trust in anything so 
easy. God’s Word asks only that 
we accept the gift that he has 
offered and this gift has no strings 
attached. We cannot pay for it 
with money, works or prayers. 
Salvation is the greatest gift ever 
offered and comes from. the 
Greatest Giver. 

Our congratulations again on the 
article. 


H. C. SOMMERVILLE, 
Central Canvas Co., Kansas 
City, Mo. 
ae68 


Disagrees, Heartily 

To the Editor: I must disagree 
heartily with the article in your 
issue of Dec. 6 by Charles S. 
Lewis Jr., entitled: “Exaggeration 
in Advertising—Must We Apolo- 
gize for It?” 

I cannot agree with the state- 
ments in his opening paragraph, 
“Exaggeration in advertising .. . 
is entirely ethical. Advertising 
must exaggerate. It always has 
done so. It always will.” 

It seems to me unfortunate also 
that he should have included the 
statement by Fairfax M. Cone, 
“Even the government gives us 
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Look to Louisville... 


International Harvester Com- 
pany has its largest single 
manufacturing facility invest- 
ment in its new Louisville 
farm tractor plant. 


Che Courier 


335,585 DAILY e@ 
REPRESENTED NATIONALLY B 


268,044 SUNDAY 
Y THE BRANHAM COMPANY 


permission to tell lies—by 
mitting what is called legitimate 
trade puffery.” 

The principal criticism directed 
by consumers at many advertise- 


per- 


ments in years gone by—and 
today—is that advertising exag- 
gerates too much, tells too many 
“permissible” lies, and indulges 
in too much of the _ so-called 
“legitimate trade puffery.” 

Those are the very reasons why 
a considerable number of adver- 
tising statements and arguments 
and reasons-why are automat- 
ically discounted in advance by 
many consumers. That is why your 
wife and mine—and many others— 
so frequently say, “I don’t believe 
that—it’s just advertising.” That 
is why you and I—and many 
others like us—frequently feel 
even ‘more than a twinge of doubt 
and skepticism when we read 
advertising that exaggerates and 
tells lies and really indulges in its 
license of “legitimate trade puffery.”’ 

I see no reason why advertising 
cannot tell the truth—honestly, 
attractively and convincingly 
without exaggerating, without 
lying, without puffing its cheeks 
out exorbitantly. Until all adver- 
tisers learn how to do this; until 
all advertisers learn that “honesty 
is the best policy—even in’ ad- 
vertising exaggerations’—much of 
our so-called modern advertising 
will continue to breed distrust, 
disinterest and disgust on the part 
of a large segment of the reading 
and buying public. 

HarrRY SIMMONS, 
Management Consultant, New 
York. 


For the record, it should be 
noted that Fairfax Cone’s comment. 
originally made in_ connection 


with a report on top management’s 
attitude toward advertising, was 
not intended to condone the prac- 
tices mentioned. 


With reference to the other 
points made, it is, fortunately or 
unfortunately, true that mere 


statements of the “truth” are not 
advertising; advertising implies 
advocacy and a biased viewpoint. 
But these normal functions of 
advertising need not: lead up to 
“lying,” and we are sure that Mr. 
Lewis did not say they did, and 
did not intend to say so. 


Six-Point Catch in Agency 
Orders Irks Supplier 

To the Editor: “I’m very sorry, 
Mr. Production Manager, but we 
just can’t deliver the multigraphed 
letters you need this afternoon for 
the X Company because our credit 
report on them hasn’t come in as 
yet.” 

Sound silly? Sure—it’s utterly 
ridiculous. When you want to 
shake off a headache and get a 
mailing out to satisfy an insistent 
client IT MUST GO! And we, who 
do the work, must be free to move 
with confidence. And yet, if sup- 
pliers of that kind of service have 
to watch agency purchase orders 
for the six point type somewhere 
which reads: 

“Unless our own name ap- 

pears as ‘Client,’ we place this 

order as agent for a disclosed 
principal, under specific au- 
thorization covering items 
| ordered, hence only the Cli- 
ent’s credit is involved and 

Client’s final approval of 

service rendered is essential” 
—then the above conversation is 
very likely to ensue. Thank good- 
ness, there seem to be only a very 
few agencies following this prac- 
| tice, but we were burned by one 


we are stuck on the serifs of that 
six point type. 
It just ain’t ethical; or practical; 


| whose client is bankrupt, and now | 


Advertising Age, January 17, | 


As usual the poor art di 
gets no credit at all. Surel) 
“young eye-pleasing” lady 
wrote the copy isn’t respor 
|for the truly distinguished 
highly imaginative design of 
delightful ads. 


or worthy of the advertising fra- 
ternity. 
MERwWIN S. ABRAMS, 

Sales Manager, Willis Serv- 

ices, Chicago. 

See 
Ad Writer Waxes Flowery 
in an 1896 ‘Century’ 

To the Editor: This clipping New Yo 
from the ad pages of Century No slight was intended to 
magazine (January 1896) shows “poor art director.” The Comp 
that creative advertising talent was|¢terT story is primarily a 
available in those earlier days of | Story, and was treated as 
50 years ago. The art directors who worl 

If you think it worth reprinting, the series, and the numerous 


I believe this announcement would | ‘sts who have handled the fini 
work, are hereby accorded a 


cial bow. 


JoHN E. Maa 


@ | formulate “things” not easily definable. 


‘Dead Horse’ Angle Revive 
Small Agency Controversy 

To the Editor: The recent “s 
agency recognition” controv: 
was well covered in your pub! 
tion. And well summed up in 
editorial which theoretically en 
the discussion, inasmuch as 
mittedly there isn’t too much 
be done about it. 

But here is a new angle. S 
months ago, one of our “occasi 
al” accounts asked us to pre; 
and place an ad, offering by 1 


—according to Carlyle—at least, is but “ the 
transcendent capacity for taking trouble. 
While that word “ transcendent,” and perad- 
venture other limitations, fully absolves me 
from the faintest suspicion of being a “ gen 
ius,” it does not militate against my taking 
considerable trouble in the pursuit of my call- 
ing. In the preparation of Advertising matter 
I am conscious of a drawing, as it were, to 
subjects not necessarily recondite or abstruse 
of themselves, but rather of this nature 
Subjects that seem to have been long since 
exhausted by reason of their having had all 
there was to say about them thoroughly 
ventilated. | take a genuine pleasure, when 
treating these matters, in the occasional un- 
earthing of new ideas from such presumably 
unpromising sources 

1 freely invite correspondence from any 
who think I might be of service to them; but 
as minutes are my marketable merchandise, 
the gratification of mere idle curiosity énters 
not into the scope of my aspirations. 


ge FRANCIS I. MAULE, 


330 Chestnut Street, 
@ Floating Fancies Coagulated and Congealed@} 


at liquidation. 


“Me “ne ‘ssapjo4 ‘sj2}}00g ‘syst] aug ‘sanZopeze7) 


Newspaper, Periodical and Magazine Advertisements. 


Philadelphia. 


we collected in advance. 

Not being recognized by 
publication we wanted to use, 
ad was placed through anot 
agency. 

Now, months after the ad 


be enjoyed by many of your 
readers. Apparently, the task of 
finding new thoughts and ideas for 
advertisers is no more trouble- 
some in 1948 than it was in 1896. 
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an amount of special merchandise 


Because mail order is always 
tenuous, credit-wise, and because 
the account is not well established, 


the 
the 
her 


has 


run, months after all the mer- 


wd el hy E- 

Graphic Arts Design, Mount a . 

. account, we are billed, through the 
Morris, Ill. il 

gee other agency, for two lines of 

space occupied by the ad in excess 

Comptometer Art Gets of the amount figured and paid 


Special Notice 

To the Editor: I was glad to see 
that the brilliant Comptometer 
series which I have collected for 
years was written up by you. 


for. 

We, of course, must pay 
amount—to the agency or to 
publication. 


this 
the 


BUT—we’ll have one whale of a 


EMINENCE 


When an advertising message must hold its head 


high above the crowd, distinguished copy and illustration 
must be reinforced by fine typography. Many 
times RTK typographers have responded to the challenge 


to set the finest advertisement of its kind with an 


award-winner. Your typographic challenges are invited! 

2 
RUNKLE + THOMPSON + KOVATS + INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
520 NORTH DEARBORN STREET * CHICAGO 10 
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Air ‘ctor collecting. When, as and if 
Bly the ,dvertiser gets another job 
Y who f%. ¢ wants to sell, we may be 
Or ‘ible Mpie to say, “Look, that ad six 
dan nor hs ago---.” We'll bill him 
if hes ow but small operators like this 
re ittle inclined to pay for a dead 
ne sor ~—which is why we collect in 
fo: k. pdv nee. 
to the ff 1s bad enough that papers in 
‘Pom Bic sroup won't accept our orders, 
| Py Hit) or without cash. But, when 


" ‘ch. Hine, won’t even cooperate or pro- 
Tr On Beoct non-recognized agencies di- 


oA 'rt- Hct but insist on going through 
mt-hed third party on mechanical de- 
© spe ails of proofs, space information, 
tc, much time is wasted and the 
ig nating agency is put into an 
ives mbarrassing and costly spot. 
Sy The upshot—we’re stuck for a 
“srnall ouple of bucks—and loath to 
oversy Merve the occasional small adver- 
." Miser Who may grow into a sub- 
1b! ica- ; 
in the stantial account for us and for the 
a, publication. 
ended ; . 
1s aq. More than that, we’re forced in- 


sh can 


Some 


to the very situation the group is 
seeking to eliminate—splitting 
commissions. The advertiser has, 
in effect, purchased an ad for less 


asion- : 
repare than space rates and we have, in 
y mail Metfect, passed back to him a por- 
andise (uo? of our commission. 

A great many small and me- 
ways (dium size agencies have expressed 
cause Meinterest in this topic through your 
ished columns and directly to me as a 

result of previous letters. I have 
y the not seen the association in ques- 
e, the tion reply to any of the valid 
iother arguments that have been 

broached. Their reasons must have 
d has some substance, but lacking an 
mer. (gc¢XPression of that reasoning be- 
onths bind their policy I am forced to 

this conclude that it must be arbi- 
sh the rary and unanswerable. 
es of ALLAN J. COPELAND, 
Xcess Allan J. Copeland Advertis- 
paid ing, Chicago. 
ses 

" ~ Bob, Comic Reading Cub, 

Picked the ‘World Book’ 
p of a To the Editor: Bob is 11, nearly 


12. He has just received his Cub 
Scout Webelos Badge. He likes 
comics, football, baseball, comics, 
boxing, movies, swimming, radio, 
camping, and comics. He plays 
drums in Junior High orchestra. 
He gets into trouble at school 
and elsewhere because of irre- 
pressible noisiness, restless acti- 
vity, and an 
making flippant and smart-aleck 
remarks. Normal for 11? 

Bob wanted for Christmas— 
and got—an encyclopedia! Sur- 
prise for your Ad-libbing editor, 
who in your Dec. 27 issue ex- 
pressed a wary attitude towards 
gift for young fellows! 

Dad (I’m Dad) was as dubious 
about the appropriateness of such 
a gift for Bob as was your A-l-e. 
Seems in the class of giving 
mothers want irons, and get ’em. 
Bob wanted an_ encyclopedia 
enough to undertake a one-year 
Selling campaign to make sure 
he would get it. (Oh, yes, he also 
received skates and a punching 
bag complete with superb bounce 
board, a Shmoo book, subscriptions 
to comics, games, etc.) 

fe wanted the World Book 
(sorry, BofK) because he saw 
an ad, answered it himself, and 
ws thoroughly impressed by the 
ac vertising material which WB 
Su »plied and followed up. By 
Cl ristmas, 1948, any encyclopedia 
ot er than WB would have dis- 
ap ointed him. 

Vhat does it prove? Maybe it 
re proves that seemingly reason- 
ale assertions always need to 
be checked, including (a) the 
as umption that normal healthy 
bevs are unenthusiastic about 
le rning, and (b) that comics- 
re ding, movies, and the radio 
he "e some horribly numbing ef- 
‘@t on a youngster’s interest in 
sé ious reading! Maybe, also and 
™ ce importantly, it proves that 
tt days to advertise. Could it be 
t.e that BofK’s advertisement ad- 


inclination toward |: 


dressed to parents on a better-the- 
breed appeal was basically sound 
but might have been better if ad- 
dressed directly to young people? 
Creating the desire for the pro- 
duct by the prospective user does 
the trick for many an advertiser. 
RoBERT D. WHEELER, 

The Premium Group of Com- 

ics, New York. 

Mr. Wheeler makes an interest- 
ing point, even though he may be 
just a wee bit biased. 

asee 


Variety is the Spice 


To the Editor: In your Dec. 6 
issue, the “creative” man who 
wriles your Creative Man’s Cor- 
ner ridiculed an advertising agency 
for offering a variety of serv- 
ices. His reasoning was that one 
good advertising man is worth 20 


mediocre ones. , 

It’s not important that his 
statement is a bewildering non- 
sequitur. What is important is 
that, just as a pianist can give a 
better performance on a concert 
grand than he can on a one- 
octave toy piano, so a good ad- 
vertising man can give a client 
better performance with a variety 
of services at his disposal than 
he can with a few. 

BAYARD F. Pope Jr., 
Batten, Barton, Durstine & 
Osborn, New York. 


Seas 
Wants More Data About 
Oil Change Recommendation 
To the Editor: The editorial 


comment made in a recent issue | 
of your magazine interested me 
very much. The statement was! of the “Conservation Circular on 


TMs, 


made that a recent survey had 
been conducted and the results 
showed that it was not necessary 
to change oil for 6,000 miles. 

I would appreciate it very much 
if you would send me further in- 
formation on this subject, as we 
would like to know more about it. 

RoBert E. RIcu, 


President, Rich Products 
Corp., Buffalo. 
AA, Jan. 3, reported that a 


committee on lubricants and fuels 
of the Bureau of Federal Supply 
(purchasing agent of the federal 
government) had changed its pre- 
vious 6,000-mile recommendation 
to a policy calling for oil changes 
“in the spring and fall, or every 
4,000 miles, whichever comes 
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Lubricating Fuels” are available 
from the Bureau of Federal Sup- 
ply, Washington 25, D. C. 


* ' More than 

' 25 years of... 
Mounting and Finishing 
“POINT of PURCHASE” 
cardboard display material 


QUALITY SERVICE 
DEPENDABILITY 


MANDELL MFG. CO. 
356 W. Ohio St. SUperior 7-0545 
CHICAGO 10, ILL. 


first.” As AA’s story said, copies 


For 


- Hub of the Great Empire State 


GROWING 
GROWING 
GROWING 
GROWING 
GROWING 


in population 

in industrial production 
in spendable income 

in sales volume 


as the center of a great 


DISTRIBUTION NETWORK 


and NOW, one of the most promising 
forward-moving markets in the East... 


INDUSTRIALL y! Syracuse boasts 415 widely diversified indus- 


tries. So varied, employment is steady, the wage level high, and the 
buying power continuous. 


AGRICULTURALLY! Syracuse is ideally located in the heart 


of one of America’s richest dairy regions. This unusual combination 
of both industry and agriculture produces a market long recognized 
for economic stability. 


GEOGRAPHICALLY! Syracuse's strategic location — on rail, 


canal, highway, and air routes — attracts progressive industries by 
offering ready and economical access to the world’s leading markets. 


and the newspapers’ growth PROVES IT! 
TODAY-Daily Circulation ABC 121,699 


Sunday Circulation ABC 229,916 


COMPLETE Market Coverage 
at ONE LOW COST... 


SYRACUSE HERALD-JOURNAL (paily) 
SYRACUSE HERALD-AMERICAN (sunday) 


National Representatives: Moloney, Regan & Schmitt, Inc. 
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>... dress up your 


Edmonds to Campbell-Mithun 


Peter Edmonds, savings 
mortgage advertising manager of 


Farmers & Mechanics Bank, Min- | 


Volume During 1948 


neapolis, has joined the copy staff | 


of Campbell-Mithun, Min- 
neapolis. 
Clifford will replace Mr. Edmonds 
in charge of savings and mortgage 


advertising, respectively. 


Inc., 


Appoints Brownrigg 


T. Parks Brownrigg, a member 
of the coffeemaker sales depart- 
ment of the technical products di- 
vision of Corning Glass Works, 
Corning, N. Y., has been appointed 
to a newly created position of as- 
sis ant manager of district sales of 
the company’s consumer products 
division. 


Moore Appoints Marble 


For the first time since its in- 
ception in 1905, Moore Dry Dock 
Co., San Francisco, has appointed 
an advertising agency. Ross C. 
Marble, San Francisco, has been 
named to handle the company’s 
publicity, newspaper and _ trade 
publication advertising. 
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SHOWROOM 
BANNERS | 


Used by 
Leading 
Manufacturers 


@ GLAMORIZE your products 
...and drive home your story 
. «+ with Richcloth Showroom 
Banners that permanently im- 
pregnate your message, de- 
sign or trademark in_ rich, 
raised cloth lettering against a 
gleaming cloth background. 
Won't crack or peel—easily 
cleaned. Any size, shape, and 
combination of colors. Mail 
coupon fordetails and samples. 


CHOICE TERRITORY OPEN 


A few choice territories still available 
for experienced advertising specialty 
salesmen. Write for details. 


(Please attach to, or write on, your business letterhead) 


MAIL THIS’ COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
457 Central Ave., Rochester 5, N. Y. 


Without obi on, send details, prices and 
somples of Richcloth Showroom Bonners. 
ae es 
CO 


Alice Foss and Charles | 


Candy Industry 


and | 


Exceeds $1 Billion 


WASHINGTON—The confectionery 
industry marked up its first bil- 
lion-dollar year during 1948, ac- 
cording to preliminary estimates of 
the Commerce Department, though 
per capita consumption fell a half 
pound below 1947. 

With the average price of candy 
at wholesale up from 34.1¢ to 38¢ 
per pound, total value of whole- 
sale sales for the year increased 
from $950,000,000 in ’47 to $1,050,- 
000,000 for 1948. 

Bars and other items in the 5 
and 10¢ retail price range ac- 
counted for 60% of the candy 
sold in 1947, according to the ex- 
haustive study of “Confectionery 
Sales and Distribution in 1947” 
just released. 


ws The study, available from the 
department or its field offices, also 
reports that boxed goods selling at 
more than $1 dropped from 15 to 
12% of manufacturers’ sales. 

The 1947 figures are a prod- 
uct of the department’s annual 
survey of confectionery industry 
members. Census Bureau reports 
are used to estimate 1948. 


Audit Bureau Ups Petterson 

A. R. Petterson, chief auditor, 
has been appointed assistant to the 
managing director of the Audit 
Bureau of Circulations, Chicago. 
He joined the bureau in 1915. 


Lazarus Appoints Bonner 
Joseph W. Bonner has been ap- 

pointed publicity director of 

Harry J. Lazarus & Co., Chicago. 


POUNDAGE 


21ST ANNUAL REPORT—The above chart is from the Department 
of Commerce’s 21st annual report on confectionery sales and 


TYPE 


(canTs PER PouNno) 


5¢ AND 10¢ SPECIALTIES 


RETAIL PRICE PER LB. 
| or more 
to 99¢ 
Less than 50¢ 


BULK GOODS 


BARS - 1¢, 5¢ AND OTHER 


OLPARTMENT OF COMMERCE 
OFFICE OF DOMESTIC COMMERC. 


AVERAGE VALUE 


distribution. The study, based on data from 441 candy makers, 
is financed by National Confectioners’ Association. 


Opens New Sales District 


National Gypsum Co., Buffalo, 
has started operation of a new 
sales district (its 16th) in Pitts- 
burgh. William M. Ritchey, former 
manager of the Cincinnati district, 
has been named to head the new 
office. 


Crosley Retains Brown 


Harry Boyd Brown, national 
merchandising manager of Philco 
Corp. for 18 years, has been re- 
tained as merchandising consult- 
ant by Crosley Motors, Inc., Cin- 


cinnati. 


WORCESTE 
Firot | 


St 


Ist in Population 
Ist in Retail Sales 
Ist in Food Sales 
Ist in General Merchandise Sales $32,610,000* 
$317,689,000° 
$4,734,000* 


Ist in Net Income 
and 2nd in Drug Sales 


Fivé indices 


Of the eight cities \g 
Massachusetts in the 
100,000-250,000 
population group, | 
Worcester wins top 
honors in five impor-  __ 
tant sales categories. © 


- 


$223,900 ° 
$204,222,000° 
$73,132,000°* 


Corner your share of Worcester’s extra buying dollars 
by consistent advertising in the Worcester Telegram- 
Gazette, the newspapers that blanket the entire mar- 
ket. Daily circulation in excess of 140,000. Sunday 


over 100,000. 


*Source: Sales Management November 10, 1948 


We TELEGRAM GAZETTE 


WORCESTER, M 


ASSACH USETTS 


GEORGE F BOOTH Pub&sher- : 
eneiis. REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 


OWNERS of RADIO STATION WTAG 


End Price Fixing 
Laws, New NRFA 
President Urges 


Cuicaco—Laws permitting re- 
tail price fixing by manufacturers 
at both national and state levels 
should be repealed, Julius Good- 
man, newly-elected president of 
the National Retail Furniture As- 
sociation, declared at the group’s 
annual dinner here. 

That action is necessary, he said, 
because “a free enterprise system 
can do the things we want it to 
do only if it is competitive.” 
There can be no over-emphasis, he 
said, of the need to maintain com- 
petition “in those areas where it 
exists, and establish it where it 
does not.” Mr. Goodman also 
urged revision of the anti-trust 
laws, to make possible more vig- 
orous prosecution of corporate 
monopolies, and changes in the 
patent laws to prevent them 
“from playing into the hands of 
monopolies.” 

Mr. Goodman, executive vice- 
president of Union-Fern, Inc., 
Troy, N. Y., succeeds James I. Mc- 
Mahan, Santa Monica, Cal., 


who} 


becomes chairman of the NRFA 
board. Union-Fern operates stores 
in nine New York cities and in 
Pittsfield, Mass. The trade group 
Mr. Goodman heads includes 8,000 
retail stores whose annual volume 
is said to represent 80% of the 
country’s home furnishings sales 

Leonard W. Stratton, vice-presi- 
dent and divisional merchandise 
manager of Wieboldt Stores, Chi- 
cago, was awarded the associa- 
tion’s Cavalier trophy as the re- 
tailer who “best served his in- 
dustry” in conducting his business 
during 1948. 


Appoints Edward Jones 


Edward Jones, formerly with 
Stern & Co., Hartford, and be- 
fore that an expediter with Gen- 
eral Motors Corp., has been ap- 
pointed sales representative for 
the home cleaning equipment di- 
vision of Landers, Frary & Clark 
in Texas, Oklahoma, Arkansas and 
Louisiana. 


Scheer Appoints Hebert 


Albert E. Hebert, formerly with 
Charles Dallas Reach Co. and 
Franklin Fader Co., New York, 
has joined William N. Schee! 
Agency, Newark, N. J., as copy 
chief. 


THIS DRAWING PREPARED ON 
CRAFTINT DOUBLETONE PATTERN 
Wo. 206 AND REDUCED ONE THIRD. 


Hew 
a 


Reproduction costs less, too. Craftint 
Doubletone art, although containing two 
tones of gray, plus black and white, repro- 
duces in straight line. 

Two different shading tones are invisi- 
bly processed in Craftint Doubletone 
drawing papers. These can be instantly 


1227 East 152nd Street 


CRAFIINT 


What a Difference a Few Brush Strokes Make on CRAFTINT DOUBLETON 


THE CRAFTINT MANUFACTURING CO. 
a Cleveland 10, Ohio 


DOUBLETONE | 
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made to appear with the quick applicati< 
of developers. Completed art contai: 
already screened tones in the exact vali 
they will appear in reproduction. 
At your art supply dealer, or write 
direct for samples, and chart showing 
17 Doubletone patterns. 
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— -_ ; ‘Chevrolet Dealers Bu R ; ers as well as for advertisers. The; Acme Steel Boosts Snodell 
ings Bond Drive | y oupon Redemption | 

paving WPIX’s Boxing Events P P company collects from the latter! pert M. Snodell, in the adver- 

for the service (probably charging |ticing department and with the 


Becomes Long-Range he chevrolet Dealers Asso- Plan Offered by Dts gar eand ca . 
| ciation is sponsoring 15 telecasts pune | company since 1934, has been ap- 


Dr ject of Treasury \of the annual Golden Gloves box- Minneapolis Firm Shutz and Baron formerly were | pointed assistant advertising man- 


ing tournament over WPIX, the salesmen for the McGarvey Cof-/| ager of Acme Steel Co., Chicago. 
W SHINGTON—Patriotic appeals |New York Daily News station. The| MINNeapotis—A possible solu-|fee Co. here. They have copy-| 
i] virtually disappear from the|series began Jan. 11 with pre-|tion to one headache connected | righted their plan and plan to ex-| 
copy for U. S. savings bonds| liminary bouts and will continue/ with handling the coupons used in|tend it to other markets if it | Now, twice aS many families read... 


ale - - . 

uri g 1949, as the Treasury’s| through the intercity champion-|sales promotions is offered here} is successful in Minneapolis. The . 

avii gs bond organization settles = on ene 28. ’ by Richard Shutz and Ray Baron,|plan has been endorsed by the / 
ampbell-Ewald Co. is the who have organized the Clearcoup| Minneapolis, St. Paul and Min- ‘ ; 


bow! to the long-range job of - 
eep ng bonds sold during periods og A gael meee will de- Carp. to handle redemption of|nesota food retailers associations. 


‘economic uncertainty ahead. coupons from retailers. 
Avare of the fact that huge From the retail store’s stand-| Barnes to Kelly-Kramer 

ums of bonds sold during the American Steel Ups Walsh point, it means that instead of| A. S. Barnes & Co., New York, 
-arume drives will be reaching} Edmund J. Walsh, office mana-|having about 35 salesmen call in| publisher of Official Golf Guide 
aturity within the next four| 8? of the Boston sales office of|a month to collect coupons for as|and Official Tennis Guide, has 
ears, the advertising division of American Steel & Wire Co., U.| many companies, Clearcoup makes|named Kelly-Kramer, Inc., New 

- eae . |S. Steel subsidiary, has been ap- : York, to handle it dvertisi 

he savings bond organization is : . one call to pick up all the coupons} *OrkK, to handle its advertising. 
i€ wha ; pointed assistant manager of sales. dl ante 6 Daily book and sports pages of 
iilding permanent media com-|He has been with the company | #? ee See en 5 Baya newspapers, publications in spe- 


ittees in key markets throughout | since 1928. all the coupons the store has re-| .i.) sports fields and Sunday book 

country to hammer away at ceived from customers. sections will-be used. 

self interest” themes. To Terrill Belknap Marsh Manufacturers have frequently 

The program goes into 1949 still earned ill will from dealers when MASA to M in Chi 

oe E ‘ : bs = io Meet in icago 

pe “largest advertising pragram ah ng By we. Terni Bel, chet estasmnen ier weee te oe The 28th annual convention of f 

, the world” according to Elihu! knap Marsh Associates, New York, deem ae wg _ to pile| the Mail Advertising Service As- for move information, write or wire: 

Harris, chief of the advertising|}to handle advertising for Royal|¥P 0 @ retailers hands. ._-| sociation International will be held FAMILY TIMES 

vision. Time and space con-| Eagle and All American folding} Clearcoup believes its service| at the Congress Hotel, Chicago, | W1S- 18th STREET, NW. WASHINGTON 6,0.C. 
<< Mibuted to the campaign directly, rules. will reduce the nuisance for deal-| Sept. 17-20, 1949. Rent oct ec oni ck: arene 


nd through the Advertising 
takers, MP ouncil task force agencies, is 
lued at more than $45,000,000, 
———~ Biccording to Mr. Harris. 
IRFA 
stores the “self interest” themes of 
ad in 949 will get their first important 
sroup st in a May 16-June 30 drive, 


8,000 Harris repor.ed. By that time, 
lume reasury expects to have state- 
J the ide committees in 19 states. 
Sales These committees, including . 
of rominent agency; newspaper, ra- 5 
ndise 0, outdoor and transit men, re- 
Ci ilers, and leaders of advercising 
Ocla- Bibs and chambers of commerce, 
: re Bie to be set up in the next few @ 
- Beeks, during field tours by Mr. 
ness Borris and by Jack Davis, chief Gd In Cal 
periodicals and graphics; Herb 
. 


feuermann, chief of newspapers, 
| Nate Colwell, chief of radio. | 
with @ Treasury looks ahead to the sales 


advertisers 


be- ) it will face beginning in 1952, 
Gen- en large amounts of war bonds 
4p- Bill be maturing. According to 
t - resent plans, the Treasury will 
“lark prepared to urge reinvesiment 
; and the bulk of these maturing 


nds, amounting to over $4 bil- 
m in 1952, neariy $6 billion in 


53 and even higner amounts in 
with @° two succeeding years. . 
and @ Sales during 1943 were “emi- 
Tork, @entiy successfui,’ acccriing to 
‘heer Mernon Clark, direc.or of the ©) 
copy igs bond organizaiion. Sales 
aling $7.2 billion exceeded re- 


—— Bemptions by $2.1 billion, leaving ° 
—_— \itime high of $51 billion of : 
4 vings bonds in the hands of a 5 ie 
SJ cord 75,000,000 individuals. \ 
~_ ’ ml 
_| Zommercial Museum Names i 
——| Meyer, MacDonald, Johnston You scarcely pick up a newspaper without finding is appropriate, because tearsheets tell the truth. a 
| Philadelphia Commercial Mu- several of these eight famous automobile advertisers. They know that from the moment we manufac- 
|) > BY yg ns saggy Be has : — But you can’t find a faulty reproduction ina ton _ ture our molding material—right through the final, 
a \ oe Seem one of their tearsheets. For these eight leaders and their individual scrutiny every PLASTICTYPE must pass— 
__J HPogeles, as advertising represent- , ~ ‘ 7. a 
tive for its English and Spanish agencies know that there is a critical difference be- that we set and maintain standards of precision 
<—] BPXport business publications, tween ordinary plastic plates and High Fidelity unmatched in the industry. They know that’s not 
S ‘onmercial America and America Reilly pLASTICTYPES. just a claim, because tearsheets tell the truth. 
mercial. Mrs. V. B.- MacDon- ‘ : 
id has been appointed advertis- They know that we dare to claim that every Yes, these eight automotive leaders and their 
__| §*s manager of both publications, PLASTICTYPE is an identical duplicate of the orig- agencies know from their experience that our ex- 
alr a her headquarters in Phila- inal—and they know that’s not just a claim, because perience in making pLastictypes for the past six 
Harry A. Johnston, New York, tearsheets tell the truth. years pays off in the clearest, cleanest, most uniform 
__| *s been named New York rep- They know that High Fidelity pLasticryPEs are reproduction that ever rolled off the nation’s varied 
tsentative for both publications. so named because if, and when, there is any loss newspaper presses. Hundreds of other leading ad- 
= Collier A of depth from the original, it is so infinitesimal that vertisers know it too. If you haven't yet learned 
. oints eS NGSRCY it would have to be measured in microns to be what Reilly pLasticrypes can do for your news- 
.  ssone-Lindeman U.S.A., Inc., detected at all. They know the name High Fidelity paper campaigns, write today for tearsheets. 
2 qZ ve York, international trans- ; . : 
poration and tour organization 
Fill iated with the Dutch company 
' tie same name, has appointed HIGH FIDELITY 
Folier Morrow Collier, Inc., to 
jan ile its account. Business pa- ; ; ‘ile 
_ | Ber: will be used. ee ge iii ss 5 a palanl i Oia 
i s ‘ a te . ra 
fesse ere, illy Plastictypes 
if Pirofied Down Products Corp., | ‘ . 
: ev York, manufacturer of pil-| a : 
” , comforters and cushions, has | 
Pp»inted Moss Associates, New 
‘or, to handle its advertising. THE ORIGINAL REILLY ELECTROTYPE COMPANY 
; ’ 305 E. 45th ST., NEW YORK 17, N.Y. mu i 
hcirmasters Names Seidel PLASTIC PLATES ; . es Sevpgamaal 
CHICAGO ~- DETROIT * INDIANAPOLIS ’ 


SAN FRANCISCO ~- LOS ANGELES 


~ appointed Seidel Advertising, 
*. York, to handle its adver- 
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NAB Appoints Dawson 


James Dawson has been ap- 
pointed assistant director of the 
public relations and publications 
department of National Associa- 
tion of Broadcasters, Washington, 
D. C., succeeding Charles A. Bat- 
son, who becomes editor of the 
association’s continuing television 
study. Mr. Dawson has been acting 
for Mr. Batson since March and 
now takes on the position per- 
manently. Mr. Batson has been 
active as editor of the report, 
“Television,” a staff study of the 
NAB, since last March. 


Jr. CofC Elects Chisholm 


Herbert M. Chisholm, advertis- 
ing manager of Blake, Moffitt & 
Towne, San Francisco paper house, 
has been elected president of the 
San Francisco Junior Chamber of 
Commerce. 


Allentown Retailers 
bet heavily on... 


THE BETHLEHEM 
GLOBE-TIMES 


They buy over one million lines of 
advertising in the Bethlehem Globe- 
Times yearly—because they know 
Bethlehem and Allentown are one 
market, and only the Globe-Times 
covers the Bethlehem part of this 
market. For full details about this 
vital Pennsylvania market... 


Send for NEW MARKET BOOKLET 
just off the press. Latest facts, fig- 
vres, maps. Complete data, clearly 
presented. Write today: Dept. D, 
DeLisser, Inc., 11 East 44th Street, 
New York, N. Y. 


Breath-0-Lator 


Plans Expansion 
to National Ads 


Product's Testing 
Paid For Itself, 
Fillebrown Claims 


New YorK—In March, Sigma 
Products Corp. will move Breath- 
O-Lator into national adver:ising, 
using media which parallel its 
distribution, the last step in a mer- 
chandising operation which took 
a year and a half to complete. 

In September, 1947, the com- 
pany began moving Breath-O-La- 
tor into Hartford, concentrating on 
depar.ment stores, and using radio, 
newspapers and publicity—plus a 
thorough detailing of all dentists 
in the area. 

The object was to find out if 
Breath-O-Lator—which Sigma had 
acquired from Crosby Research 
Foundation—was as saleable as 
its backers thought. Breath-O- 
Lator is a neatly-packaged cart- 
ridge which contains a neutragen 
wafer. It sells for $1, with two 
wafers, and wafer refills are three 
for 25¢. 


@ Sales in Hartford eventually 
reached 3% of the city zone. Then 
Sigma moved to Miami. There the 
emphasis was put on chain drug 
stores, and instead of the coopera- 
tive copy used in Hartford, “black 
copy”—similar to patent medicine 
ads—was run. The test continued 
from December, 1947, to March, 
1948, and sales again reached 3% 
of city zone. 

In April, Sigma moved to Wash- 
ington. There it opened with de- 
partment store advertising on a 
co-op basis, then into chain drug 
stores, then concentrated on job- 
bers to reach independents. This 
is still the company’s basic pat- 
tern. In Washington the results 
were the same, 3% of city zone. 

Last July 15, after moving Sher- 
man & Marquette into the picture 
in place of Byrne, Harrington & 
| Roberis, which had engineered the 
‘early advertising, Sigma moved 
from city to city, eventually being 
distributed through 500 depart- 
‘ment stores, and’ 21 key drug 
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AM 5,000 W 
1420 Ke. 
Basic Affiliate of NB 
the No. 1 Network 


WOC advertisers reach the biggest 
and richest industrial center between 
Chicago and Omaha, Minneapolis 
and Sr. Louis . . . get extra coverage 
of the prosperous Iowa-Illinois farm- 
ing area on WOC-FM without addi- 
tional cost. With complete duplica- 
tion both stations deliver the entire 
NBC Network schedule and local 
programs to this rich farming area 


Col. B. J. Palmer, President 
Ernie Sanders, Manager 


DAVENPORT, IOWA 


DAVENPORT, ROCK ISLAND, MOLINE, EAST MOLINE 
FM vosru. T 5 
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C.P. 22.9 Kw. visvol ve 
and aural, Channel 5 
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Cooperative advertising 


chains. 
was used with department stores, | 
and ads were run over the signa- 
ture of the drug chains. As the year | 


ended, some 200,000 Breath-O- 
Lators were being sold each 
month. 

ea “The campaign (advertising, 


merchandising and promotion) 
completely paid for itself—and 
more besides,” Howard M. Fille- 
brown, Sigma advertising director 
told AA. He added that there was 
no advertising charged against re- 
fills, only against original sales of 
the cartridge. 

In addition, the company has 
been using a mail order campaign 
in Esquire, the New York Times 
Magazine and The New Yor<er 
with the intention of finding out 
in what size cities its market lay, 
and whether men or women were 
its best prospects, and what age 
group was best. This is what it 
found: The market, sex-wise, is 
evenly split; the age group was 
18-80; the city sizes and returns— 
5,000-25,000, 21%; 25-100,000, 27%; 
100-250,000, 12%;  250-500,000, 
15%; 500,000 and more, 24%. 

A month after each mail order 
sale, the company sends to each 
purchaser a card citing refill prices 
(the two wafers with the original 
cartridge will last about a month), 
and the return card asks for com- 
ments and renews the company’s 
refund guarantee. So far, these 
refills have brought 30-35% re- 
orders, and “less than a dozen” 
requests for refunds. 


es Between now and March, the 
company plans to discontinue its 
mail order campaign, and concen- 
trate on building distribution. Its 
first target will be another promo- 
tion through the department stores 
and chains it now services; the 
second will be wider jobber distri- 
bution to reach independents and 
the small towns which chains do 
not penetrate. 

One of its tools in the promotion 
is a window deal: Where a re- 
tailer will give Sigma a window, 
he gets a dozen free Breath-O- 
Lators with each gross ordered. 
The deal, already proved in New 
York, has aided materially in sales 
and_ distribution—although New 
York is not yet up to the 3% city 
zone average which the company 
claims in other cities. 

Breath-O-Lator is the company’s 
first product. When it acquired the 
right to manufacture the item 
from Crosby Research Foundation 
(to which it still pays royalties), 
it also acquired the right to use 
Bing Crosby in promotion. Thus 
Der Bingle looks engagingly from 
the displays and cartons of Sigma 
products. 


a Sigma’s principals are Dudley 
P. Felt, who was executive vice- 
president of Yardley, president, 
and Richard S. Husted, formerly 
assistant to the president, Cur- 
tiss-Wright, Sigma vice-president 
and treasurer. 

Mr. Fillebrown broke into the 
agency business at the end of 
World War I with Frank Seaman, 
| Inec., and worked successively with 
Calkins & Holden, Topping & 
Lloyd, and Stanley E. Gunnison, 
Inc. During the war he worked 
with Addison Vars, Inc., Buffalo, 
/handling the Bell Aircraft Corp. 
|}account, and his last agency job, 
'before joining Sigma Products, 
| was with Sweetser, Byrne & Har- 
| rington. 

Mr. Fillebrown, incidentally, 
worked on the Life Saver ac- 
count—in three agencies (Seaman, 
Topping & Lloyd, and Gunnison). 


Mrs. Marion Advanced 


Mrs. Jean Harvey Marion, a re- 
search associate with Stewart, 
Dougall & Associates, New York, 
for five years, has been named di- 
rector of its department of field 
operations and standards, succeed- 
ing Mrs. James C. Capt, who is 
returning to Washington, D.C. | 
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ing one of the very best 


It's a Treat instead of a Treatment a 


The Creative Wan’ Corner 


It isn’t any secret that the custodian of this Corner usual] 
finds advertising agency advertising looking very much lik 
the high-priced bootmaker’s own cracked, run-over shoes. 

There is no such parallel, however, in the advertisemen 
herewith, from the house of Lennen & Mitchell. 

In fact, we can’t find anything about it to keep it from be 


rheumy, old eyes have looked on since O. B. Winters wen 
after a cigar account—and got it with a printed page. 


| 
al 


agency advertisements thes: 


| 


a _. Newspapers ... 
“Dive light and the people 
will Gad their own way” 


tt 


Everything GOOD for your cart 


agency 


And the smarter you are the 


Try it. 
We'll start you with these: 
built 


as it cleans your teeth. 
Now go on. 


By the way... 


does your adverty,, 
Mand on its own feet — 


If not, wouldn't it he » 


17 Reet SS Sart. Now Vart. 17 ” 


It’s an ad to stop any adman, and everyone who employs 
one. It asks you to do something—to see how smart you are. 


every name you can name makes a score for L & M. 

Unfortunately, for a great many products, the number of 
similar squares that the average student of advertising could 
put together with equal effectiveness is very small. 


will build them. She’s lovely, she’s engaged, 
Ce CG ictticcn Which twin has the ............ ‘eo 0 6g | re 
in your future! ............ Sar Cie BOGE! oi cceesiees cleans your breath 


And when you are through, think of the competitive 
names you didn’t think of first. 


ng include @ selling idea hag enough ¢ 
lo 


even without the “Nature? 


food idea ty 
oh write or phone 
8° consistently creates such cderiaing? - 


Lennen & Mitchell, Ine. 
v + seen Rodeo Drive. Beverly Hille, Catttermta 


harder it presses its point, for 


When better automobiles are 
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Calgon Promotes Utesch 


Donald N. Utesch, doing service 
and sales work in the Chicago 
territory, since October, 1944, for 
Calgon, Inc., Pittsburgh, has been 
appointed sales manager of Calgon 
in the laundry and dry cleaning 
fields. 


G-E Transfers Haylon 
William D. Haylon, since 1945 
in charge of the news bureau at 
the Pittsfield, Mass., chemical de- 
partment headquarters of General 
Electric Co., has joined G-E’s pub- 
lic relations division in New York. 


To Geyer, Newell & Ganger 


Russell F. Manney, former ac 
count executive of Batten, Barton 
Durstine & Osborn, New York, ha 
joined Geyer, Newell & Ganger 4 
account executive on Kelvinator ! 
the Detroit office. Previously Mr 
Manney was 
Campbell-Ewald, Detroit. 


Town Hall Appoints Banks 

Emily Ashe Banks, 
with the Institute of Public Re 
lations, has been appointed ub 
licity director of Town Hall, inc 
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ABIsUrged | 
o Fight Back 
at Newspapers 


Continued from Page 1) 

recently reduced its radio 
+t by $1,000,000, that others 
follow and that General Mills 
‘reasing its efforts to apply 
o techniques” to newspapers, 
ne sales managers determined that 
adio must make more of an ef- 
ort to provide answers for sta- 
ion sales personnel. 

There was also some feeling 
hat NAB should intercede directly 
bnd attempt to contact “prospects,” 
perhaps through business paper 
bds “selling” radio. 

Recognizing that budgeting is a 
ontinuing NAB problem, the sales 
yanagers appointed a special sub- 
ommittee to work with the NAB 
hoard committee now considering 
p structural reorganization of the 
pssociation. Moreover, they prom- 
sed to help with “subscriptions” 
or the “all-radio presentation” 
iim now in preparation. 


Dru 
uds 
nay 
s ll 
rad 


Currently, the broadcast ad- 
ertising department works with 
ess than 10% of the NAB budget. 
Dn the other hand, it was pointed 
ut, the Bureau of Advertising, 
NPA, has $1,000,000 to spend on 
nehalf of mewspapers, and the 
lagazine Advertising Bureau is 
able to spend as much as $100,000 
more than the entire NAB broad- 
ast advertising budget—on a 
ingle study. 

In addition to an expansion to 
ermit a counter-attack, the sales 
managers want the broadcast ad- 
ertising department, under Mau- 
‘ice B. Mitchell, to be in a position 
0 pay additional attention to tele- 
‘ision, collecting ‘‘success” stories, 
and encouraging quantitative and 
jualitative studies of the television 
judience and standardization of 
tation and network rate cards. 


ilman, ex-Lever, 
amed Colgate V.P. 


Jersey Ciry—John R. Gilman, 
who resigned a few weeks ago as 
‘ice-president in charge of ad- 
ertising of Lever Brothers Co., 

ambridge, Mass., will join Col- 
gate-Palmolive-Peet Co. as a vice- 
president on Feb. 15. 

Mr. Gilman quit after 30 years 
of service with Lever after a dis- 
agreement over policies with its 
president, Charles Luckman. Under 
F. A. Countway, who retired nearly 
thrce years ago, and Mr. Luckman, 
Mr Gilman served in various ad- 
ver\ising capacities. 


John J. Flanagan, vice-president, 
Mc‘ann-Erickson, New York, has 
been installed as president of 
Me \ia Men’s Association of New 

k, succeeding Gene Cogan of 

er, Newell & Ganger, who be- 
res chairman of the board. 
ary Duffy, Grey Advertising, is 
st vice-president; A. C. DePierro, 
Suhanan & Co., 2nd vice-presi- 
; James B. Daly Jr., Geyer, 
ell & Ganger, secretary, and 
‘uray C. Thomas, Paris & Peart, 
re: surer. 


‘ts Dick Tracy Contest 
lne Chicago Tribune starts an! 

M\ sual circulation promotion to- 
A special Chester Gould comic | 

' ) of Dick Tracy opens in full | 

'r on the back page. It will 

‘ur in weekday editions until Feb. | 
“0 vhen readers will submit solu- | 
‘os to “What became of the) 
la -k Bag with One Million Dol-| 
’ to win $25,000 in prizes. 


‘id to Hirshon-Gartield 

hn David Stores, New York, 
‘a appointed Hirshon-Garfield, 
York, to handle its iat 
lng 
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THIS TIME FOR A BANK—Campbell-Mithun’s editorial-type ads, which it has found 
successful for Gold Seal’s Glass Wax and many ancther manufacturer client, have 
finally led to this unusual presentation for Northwestern National Bank, Minneapolis. 
The full-page newspaper ad on the bank’s annual statement contrasts sharply, of 


course, with treatment usually given 


by banks to their annual reports. 


Sylcon Plans Ad 


Blasts for New 
Heated Mattress 


(Continued from Page 1) 
Tempret relaxor,” will retail at 
$69.50. 

The black-and-white page in 
House Beautiful will be followed 
by other consumer copy in a na- 
tional magazine and farm publi- 
cation list which still is incomplete. 
In addition, the Sylcon-affiliated 
factories will advertise via news- 
papers in their own market areas, 
and retailers will be supplied with 
display and direct mail material. 
Lausen & Salomon, Chicago, is 
the agency. 


@ Sylcon’s new entry in the mat- 
tress field consists of the regular 
quilted innerspring mattress plus 
the wire heating unit, which car- 
ries the Underwriters Laborator- 
ies’ approval. The heat doesn’t 
eliminate the need for blankets, 
but fewer are necessary, it is 
claimed—a claim already in full 
use by the manufacturers of elec- 
trically-heated blankets. 

Temperate Products, headed by 
Clifford H. Williams, was set up 
about three years ago. Following 
lengthy experimentation, the first 
new heating units were produced 
last fall. 


The new Sylcon mattress, it is vision signal area of Bay area tele-| the com 


suffers no damage if the 


and the device uses only as much 
current as a 60-watt bulb. It takes 


about 12 minutes for the unit to) 


reach operating temperature. 
Makers of electronic 
professed no concern over inroads 


ithe new mattress “relaxor’’ might 
|make in their market. A Simmons 


Co. spokesman, for instance, told 
ADVERTISING AGE that his company 
intends to keep on promoting its 
blanket as the right place to keep 
the heat. 


Hallicrafters Cuts 
TV Set Price $50; 
10 Inch Set Readied 


Cuicaco—Hallicrafters Co. last 
week disclosed a new Dual Focus 
feature for television sets which 
will permit a 10” tube to give a 
56” to 64” picture, compared with 
the 521%” picture on other 10” 
tubes. 

Hallicrafters’ Dual Focus, which 
also gives a completely linear pic- 
ture and perfect proportion be- 
tween height and width (no elong- 
ation of image), will be used on 
its “509” mahogany model due 
out in a fortnight or so. 

The company has startled the 
industry by cutting the prices of 
its 7” TV sets by $50, bring- 
ing the metal chassis model down 
to $139.50 and the mahogany model 
to $149.50—well below prices of 
other 7” sets on the market. The 
price cut has been advertised in 
several cities. 

Hallicrafters has not yet set 
advertising plans for the coming 
10” model. Sorenson & Co. here is 
the agency. 


Torney Quits ABC-KGO Post 


Kirk Torney has resigned as 
sales manager of Station KGO, 
San Francisco, and the spot sales 
office of American Broadcasting 
Co., to form Torney-Bush Tele- 
vision Co. in San Carlos. Mr. 
Torney, with his partner, Robert 


blankets | 


| ceiving sets anywhere within tele- 


vision stations. 


Kingan Names O'Shea A. M. 


Maurice F. O’Shea, former com- 


|termaster General, Department of 
the Army, Washington, D. C., has 
been appointed advertising mana 
|ger of Kingan & Co., Indianapolis 
meat packer. 


Names Hockaday & Piening 
Knoll Associates, New York, 
furniture manufacturer, has ap- 
pointed Hockaday & Piening, New 
York, to handle its advertising. 


missary specialist with the Quar-| 


Prof. Kirsten 
Regains Rights 
to Metal Pipes 


(Continued from Page 1) 

of Seattle, where Professor Kirsten 
long has had a farm. Emphasis will 
be on research and product im- 
provement. There will be some 
new models, but there will be 
mighty little advertising. The two 
occasions for advertising will be 
Christmas and Father’s day, and 
then copy will be “conservative 
and dignified...no overclaims.” 


@ Of advertising generally, Profes- 
sor Kirsten has some sharp ideas. 
“It’s a monster,” he told AA. 
“Waste human motion. . .Instead of 
depending on pressure of adver- 
tising to make sales, we will let 
our product flow into a demand set 
up by the quality of the product.” 

The Kirsten Pipe Co. was formed 
in 1938 under the leadership of 
George Gunn, president, who pro- 
vided capital for development, 
and Charles K. Wiggins, executive 
vice-president, who directed the 
marketing campaign. Professor 
Kirsten received a royalty on sales 
but had no other connection with 
the company. He was known to be 
critical of the way his product was 
being handled. 

From the outset, Kirsten distri- 
buted its product direct to re- 
tailers, using no wholesalers. In 
time, it built a list of 4,500 re- 
tail outlets, and kept fulltime 
salesmen in the field serving 
these dealers. 


@ Year by year sales grew, until 
the war, when production ceased 
altogether for lack of aluminum. 
Advertising during war years was 
used only on an institutional basis 
to keep the name alive. 

When the war ended, the com- 
pany set about meeting an unpre- 
cedented demand. It moved into 
new and larger quarters and there 
operated at capacity. Production 
that year reached a peak of 300,- 
000 pipes. Employment was 200. 

In 1947 the plant was shut for 
nearly four months by a strike of 
machinists. By 1948, the bloom was 
off the new pipe market. One 
major cause was the heavy mar- 
keting of war surplus pipes, pipes 
of good quality that normally 
would retail for $8 to $10 but 
were thrown on retail counters in 
heavy quantities at prices around 
$1.50. At the same time, demand 
for better grades of pipes fell off. 


@ In an attempt to break the 
pipe market out of the doldrums 
and to stimulate holiday busi- 
ness, Kirsten Pipe Co. last Septem- 
ber ran a one-month cut-price 
sale, announced to dealers via 
direct air mail and to consumers 
through advertising in Time and 
The Saturday Evening Post. The 
sale permitted dealers to stock 
up at special prices and in one 
month, Kirsten shipped close to 
40,000 pipes. 

Later in the fall the company 
brought out a new model, the 


Bush, will sell and install several | “Thrifty,” a pipe with less machin- | 
leading brands of television re-|ing and lower production costs, | 
in} 
pany’s history. As was ex-| 


retailing at $3.50, the lowest 


pected, this reached into a new 
| market which, it appeared, would 
}account for probably half the 
company’s unit sales. 

| The company sale price was 


‘not revealed, but Professor Kirsten 
| said it was much less than the 
| money he had received from royal- 
| ties during ten years 

One of the first things Profes- 
sor Kirsten will do, he said, will 
be to throw out the “Thrifty.” He 
felt it did not belong in the family 
of Kirsten pipes, is lacking in lines 
land polish, and inferior to the 


four standard Kirsten pipes, which 
long have retailed at $6 to $12.50. 


|g The new models he proposes 
are the Cavalier (a hanging pipe) 
|}and a midget pipe. He is also 
| working on a women’s pipe. 
| Through research, Professor Kirs- 
ten indicated he expects to make 
improvements in some parts for 
the standard Kirsten pipes. These 
improvements would be available 
for pipes previously sold. Because 
the pipe is designed to last a life- 
time, he wants to build up sales 
of parts and the repair and ren- 
novation of Kirsten pipes. 

The purchase did not include 
all the machine tools nor the fac- 
tory at Seattle, which has been 
on the market for a number of 
months and is larger than present 
sales warrant. The move to Yelm, 
he said, would be to take advan- 
tage of better productivity and 
greater loyalty in rural labor. 

In the new program, Professor 
Kirsten’s object will be to pro- 
duce a pipe which is flawless. 
Quality will be such that every 
pipe smoker will become an ad- 
vertising agent automatically, he 
says. “We will depend on the pipe 
to advertise itself,”’ he explained. 


s Professor Kirsten, white haired, 
wiry and keen, is retiring at the 
end of the year from the Univer- 
sity of Washington. He invented 
the revolutionary Kirsten cycloidal 
propellor for ships which the 
military is now testing. Associated 
with him at the plant is his son, 
Eugene, who becomes secretary- 
treasurer. For the present, Profes- 
sor Kirsten said, there will be no 
sales manager because there will 
be no need of one for a while— 
until the new production program 
gets under way. Then, he said, he 
may let a distributor handle. 

Pacific National Advertising 
Agency, Seattle, has been the 
agency. 


Hooper TV Ratings 
to Add Nine Cities 


New York—C. E. Hooper, Inc., 
announced last week that it will 
extend its continuous television 
audience measurements on Feb. 
10 to nine other cities. Since last 
Feb. 8 the Hooper TV reports have 
been confined to New York. 

The other cities are Baltimore, 
Boston, Chicago, Cleveland, De- 
troit, Los Angeles, Philadelphia, 
St. Louis and Washington. Re- 
ports for TV stations will be based 
on Hooper’s regular random co- 
incidental telephone sample, pro- 
viding in each city “station audi- 
ence indexes” and station Hooper- 
atings by hourly and half-hourly 
periods for each evening through- 
out the week, “to the extent that 
accurate sample bases will per- 
mit.” 

Hooper 
of one year 


will note completion 
of continuous New 
York TV service by launching, 
with the January, 1949, report, 
a New York TV “Pocket Piece.” 


Waring Names Mcllhenny 
James P. MclIihenny has been 
elected vice-president in charge of 
sales of Waring Products Corp., 
New York, manufacturer of the 
Waring Blendor and steam iron. 
He also will continue with Win- 
sted Hardware Mfg. Co., maker of 
Durabilt folding and standard 
irons, where he holds a similar 
position. Both companies are sub- 
sidiaries of Claude Neon, Inc. 


‘Places Under-Print Ad 
California Bank, Los Angeles, 

recently ran an ad in the Holly- 

wood Citizen News using the first 


under-print color advertising on 
the West Coast. The idea recently 


originated in Atlanta (AA, Dec. 

20) 

Names Frederick-Clinton 
Penobscot Shoe Co., Boston, has 

appointed Frederick-Clinton Co., 


| New York, to handle its advertis- 
ing. 
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Big Postal Hike 
for Publishers 
Will Be Sought 


(Continued from Page 1) 
airline subsidies and other costs 
not properly chargeable to the 
users of the postal service.” 


ws The President told Congress 
that a $400,000,000 deficit is a 
financial burden on the taxpayers 
“which should properly be borne 
by the users of the service.” 

He attributed the record deficit 
to an increasing volume of busi- 
ness at rates which do not cover 
handling costs, singling out parcel 
post and second and third class 
as examples of classes requiring 
attention. 

“The low rates for parcel post 
have led to a substantial diversion 
of express traffic from common 


LEADING RADIO STATIONS 


carriers, with the result that the 
Post Office Department is now 
receiving a volume and type of 
parcel business which it cannot 
efficiently handle with existing 
facilities,” he said. 

“Present rates for second and 
third class mail are so low that 
they make only a small contribu- 
tion to the costs of handling such 
mail,” he continued. “While the 
national interest in disseminating 
information justifies some prefer- 
ential treatment for periodicals 
and other second class mail matter, 
there is no sound basis for the ex- 
tremely low rates now in effect.” 


s Department estimates show that 
22 billion pieces of first class mail 
will bring in nearly $700,000,000 
during fiscal 1949, an average of 
better than 3¢ each. Six billion, 
350 million pieces of publishers’ 
second class are expected to bring 
in $41,103,000, an average of 
64/100 of a cent each, and 9.5 bil- 
lion pieces of third class will bring 
in $143,700,000, slightly over 1%¢ 
each. 

Two years ago, the postmaster 
general asked $173,000,000 of new 
revenue, but. got nothing. Last 
year, his requests totaled $243,000- 
000 and resulted in $120,000,000 
of rate increases. 

The 1948 program involved more 
than $105,000,000 of proposed in- 
creases for fourth class, including 
catalogs and books. Of this, $42,- 
900,000 received congressional ap- 
proval. 

Increased pound and piece rates 
for bulk mailing under third class 
were to bring $38,600,000, but 
the retention of the 1¢ piece rate 
cut the extra third class burden to 
$13,500,000, largely from small 
mailings. 


ws Presumably, the new program 
will equal or exceed the rate pro- 
posals submitted by Mr. Donaldson 
last year, particularly for pub- 
lishers’ second class, which is 
charged with a $207,000,000 “defi- 
cit.” 

Two years ago, the department 
proposed a piece rate, together 
with higher pound and zone rates, 
to raise $33,000,000 from second 
class—a 100% increase on the 
basis of the volume recorded at 
that time. 

Later the piece rate idea was 
abandoned, and with other modi- 
fications the House post office 
committee and the postmaster gen- 
eral agreed on new zone and) 
pound rates which would have’ 


FIRST BIRTHDAY—Herbert Kaufman (left) and Irving H. DuFine, principals of DuFine- 
Kaufman, New York, drink a toast to the first anniversary of the agency. 


raised slightly over $10,000,000 
from second class, largely from 
newspapers and magazines. 
Before the $120,000,000 rate bill 
left the House rules committee, 
however, the $10,000,000 increase 
for second class had been removed. 


Chicago Industrial Admen 
to Hear Buying Report 


The first complete report on the 
study of industrial buying prac- 
tices, sponsored by the National 
Industrial Advertisers Association, 
will be presented at the Jan. 17 
meeting of the Chicago Industrial 
Advertisers Association, to be held 
at 6:30 p.m. at the Builders Club. 

The presentation will be made 
by members of the NIAA commit- 
tee, including William D. Crelley, 
marketing manager, Telechron, 
Inc., Ashland, Mass., chairman; 
George J. Callos, Klau-Van Pieter- 
som-Dunlap Associates, Milwau- 
kee; Forrest U. Webster, research 
consultant, Detroit, and Ken M. 
Davee, Chicago, head of the com- 
pany that conducted the survey for 
NIAA. 


WSAI Appoints Hand 


Harold L. Hand, formerly with 
Kroger Co., has been named direc- 
tor of merchandising of Station 
WSAI, Cincinnati. He will direct 
the 20-week educational course for 
men and women engaged in food 
retailing, beginning Feb. 14. 


Appoints Shepard Agency 


K. E. Shepard Advertising Co., 
Chicago, has been named to di- 
rect the advertising of Independent 
Farm Industries, Inc., Chicago, na- 
tional sales organization for in- 
| dependent roanufacturers of farm 
machinery. 


FOR proouct INDENTIFICATION 
Apply trade names, trade marks, numbers, 
specifications directly to product. 


FOR PRODUCT ADVERTISING 

Put sales messages directly on product for selt-selling 
ee at point-of-sale. Apply to finest surface. 

FOR PRODUCT INSTRUCTIONS : Min 

Apply diagrams and instructions on produ tor evs 


2639 N. Kildare ° 


Chicago 39, Illinois 


RCA Foments 
‘45 Revolution’ 
in Disc Trade 


Listeners Must Have 
Three Devices to Hear 
Everybody’s Records 


New YorK—Hardly did the 
phonograph record industry get 
the green light from the American 
Federation of Musicians (AA, Dec. 
20) than it proceeded to get itself 
all bogged down again by intro- 
ducing new types of records 
which force the nation’s 16,000,000 
owners of phonographs to have 
three separate devices to play all 
records. 

Last week .RCA Victor an- 
nounced a new phonograph and 
record which operate at 45 rev- 
olutions per minute and “provide 
completely distortion-free music” 


and offer, on a 7” unbreakable 
Vinylite record, “all musical 
classifications from popular to 
classical.” 


s RCA Victor said that prices, 
not yet announced, will be “at 
least competitive.” It will con- 
tinue to make new releases si- 
multaneously in both the long- 
established 78 and the new 45 
rpm types—but listeners must 
have new equipment to hear the 
new records. 

Edward Wallerstein, chairman 
of the board of Columbia Records, 
was “unable to fathom” the pur- 
pose of RCA Victor’s 45 rpm rec- 
ords. “When Columbia _ engi- 
neered the 3343 rpm microgroove 
system, made available to the 
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public last June,” he pointe. 
it endeavored to “provide ¢@ yp; 
versal method for reproc icing 
both long and short classic: 
popular musical composition 
high tonal quality, longer 1 
and stylus wear, record 
breakability, with substantia coy 
advantage to the music-] ving 
public.” | 
Since then, he added, “‘pract cally 2 
all the leading equipment aap. : 
io] 

4 


Out 


an 
wit 
cord 
non- 


ufacturers, except RCA  V ctor 
have either produced equip ney 
to play microgroove recorcs » 
have announced their intentin of 
so doing.” 


@ Manufacturers now ma 
equipment for microgroove 
rpm records, Mr. Wallerstein said 31 
include Admiral, Capehart, (ros. 
ley, Farnsworth, General Electric 
Magnavox, Philco, Stewart-War 
ner, Stromberg-Carlson, Westing 
house, Wilcox-Gay and Zenith 
In addition, scores of radio sta : ' 
tions, he said, have _installe; 3 £ 
equipment to broadcast these rec 
ords. 


‘ing 


33%, 


—a ee SS ee et Oo e.dUlClC GS ee 


In the first half year, about 2 ‘ 
500,000 instruments for these rec- H F 
ords and 1,500,000 Columbia Long- Ss \ 
Playing records were sold. 1 4 

Last week Columbia introduced 4 7 
a 7” record, “which can be played a ( 
on all existing LP microgroove : ' 
reproducing equipment, and _ has 12 Lt 
the same qualities as the large 13 : 
record introduced last June. |! 4 E 
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turns at 3344 rpm’s, and is priced 
at 60¢.” 

Neither RCA nor Columbia has 
yet announced promotion plans. 


wreqnul 
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Signal Stat Names Ross 


Signal Stat Corp., Brooklyn, 
manufacturer of automotive di- 
rectional signals, equipment andjparwoor 
accessories, has placed its adver-— Adve: 
tising with Philip I. Ross Co., New 


“ Duncal 
York. Magazines, trade publica- ancouvé 
tions and direct mail will be used.§)) ow; 
billowing 
ile for 
Sweets Co. Without Agency food's C 
No new agency or advertising’9°S¥: 
director has yet been named for ee 
Sweets Co. of America, whose ac- peed 
count was resigned by Duane gb 
Jones Co., and whose advertising Ag Ve 
t 


and sales director, Seymour Mar- 


gules, resigned, week before lastmttes ! 


heodore 
altimor 
Names Gray & Rogers gency. 

Rudd-Melikian, Inc., Philadel- 
phia manufacturer of Kwick Kafe, 
automatic coffee-vending ma- 
chines, has placed its advertising 


ames ] 
Thoma 


with Gray & Rogers, Philadelphiagf'th M 

Business papers, direct mail andgf@!ton, | 

daily newspapers will be used. ey” 
ine 

. lat 

Kiddie Seat Names Moss wp 


Kiddie Seat Corp., New York, 
manufacturer of Up-See-Daisy 
baby trainers, has appointed Moss 
Associates, New York, to handle 
its advertising. 


WwW 


Write or ‘phone 


GIANT PRINT BOOK 


for YOUR FREE 
copy... today! 


Raeewn Copy SERVECE. Nc. 


123 N WACKER ORIVE @ CHICAGO 6, 
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Nielsen Figures on Top-Rated Shows 
Week of Dec. 5-11, 


1948 


All figures copyright by A. C. Nielsen Co. 
15-60 MINUTE PROGRAMS 


EVENING, ONCE-A-WEEK, 


TOTAL AUDIENCE AVERAGE AUDIENCE 

prev. ur. Points | Cur. Prev. Cur. 
i Rank Program Rating Change | Rank Rank Program Rating 
1 Lux Radio ARE 32.2 —19/ 1 1 Lux Radio Theater...... 24.6 
2 Godfrey’s Taleft Scouts..27.2 —1.0] 2 4 Fibber McGee & Molly... .20.8 
4 Fibber McGee & Molly...266 +2.2| 3 3 Jergens Journal ....... 20.4 
~~ ~ pore 25.0 0.0; 4 6 My Friend Irma........ 19.6 
7 My Friend Irma........ 24.7 +15] 5 2 Godfrey's Talent Scouts. .19.5 
6 Jack Benny ........... 24.3 +08) 6 S, GSD nccesvesaces 19.5 
4 Phil Harris-Alice Faye 7 S Bee BD cece cccccee 18.9 
i Rds a ay ch oo 0 bs 23.4 +1.4| 8 22 = This is Your FBI....... 18.3 
5 Jergens Journal ........ 23.0 —1.3| 9 7 Mr. District Attorney. . .18.2 

O TE Sen oteeen code 225 +6.6/10 16 Phil Harris-Alige Faye 
3 Duffy’s Tavern ........ 219 —1.0 SD socsccvetesens 17.7 
24 This is Your FBI....... 218 +2.1/11 9 Duffy's Tavern ........ 17.6 
10 Mr. District Attorney...216 —0.7/}12 Ye FP rere 17.5 
15 People Are Funny...... 21.3 +1.4/13 17 Day in Life of Dennis Day 17.3 
18 Day in Life of Dennis Day 21.1 +2.9/)14 1l People Are Funny...... 17.1 
97 fn EE ale neabaeecs 20.7 +4.9/15 i Far 16.9 
31 FBI in Peace and War...205 +43.9/16 15 Stop the Music (4th gtr.).16.2 
te + err 20.4 —0.2)17 ee Perr 16.0 
33. Truth or Consequences...20.2 +2.5/18 29 Crime Photographer ....16.0 
17 Charlie McCarthy ...... 20.2 —0.5/)19 32 FBI in Peace and War. .15.9 
ll Inner Sanctum ........ 20.2 —2.3/20 25 Truth or Consequences. .15.7 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
SD cc rndye sve 16.6 +0.1/ 1 DS fend BO .ccacceccs 12.9 
PE Sonn on tiga nh pve 13.7 —0.1)| 2 - PARA See 11.8 
3 Edward R. Murrow..... 129 —0.4) 3 5 GR Te cicscscdcen 10.1 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
2 Backstage Wife ....... 12.2 +08); 1 1 Backstage Wife ........ 11.0 
3 When a Girl Marries....12.2 +05) 2 2 When a Girl Marries... .10.9 
6 Right to Happiness..... 11.9 +18] 3 6 Right to Pappiness..... 10.6 
5 Young Widder Brown....11.9 +1.1/ 4 5 Young Widder Brown. ..10.5 
L Arthur Godfrey (Ligg. 5 ee (oo arr 10.2 
ne smeines ies 11.7 +0.4| 6 21 Romance of Helen Trent. 9.7 
Se Dt iwcass es 113 +0.7| 7 9 Pepper Young's Family.. 9.7 

22 Romance of Helen Trent.110 +4+2.4/ 8 4 Arthur Godfrey (Ligg. 
17 Our Gal, Sunday....... 11.0. +2.0 We paced ove 9.6 
7 Portia Faces Life...... 10.7 +0.2/ 9 7 Portia Faces Life...... 9.6 
8 Pepper Young's Family..10.6 +0.9/| 10 13 Our Gal, Sunday....... 9.5 
12 Uerenze dopes ......... 10.6 +1.0/11 8 Ma Perkins (CBS)...... 95 
13 Wendy Warren ........ 106 +1.9/12 17 Lorenze Jones ........ 9.2 
10 Ma Perkins (CBS)...... 10.2 +0.8/13 if & errs 9.0 
Se EE Si cde brceres 10.2 +1.0/14 18 Wendy Warren ........ 8.7 
ee! ree ee 95 +2.0/15 12 Guiding Light ......... 8.5 

DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 

5 True Detective Eyam. 15.0 +2.3/ 1 4 True Detective Rogers. 12.1 
6 Quick as a Flash....... 14.0 +14) 2 1 Grand Central Station. ..10.4 
B Ge cicacscasss 13.7 +18) 3 fe “s) een 10.3 
1 Armstrong Theater ..... 13.3 +05) 4 Te ae 10.2 
3 Grand Central Station...13.1 +14 5 3 David Harding Counterspy 10.0 


59 
Mrs. Murray Named V. P. Changes to Flex-Let Corp. Joseph Wallace Joins DC&éS 


Mrs. Arthur Murray, wife of Ar- F & V Mfg. Co., Inc., East Provi-| Joseph Wallace, formerly with 
thur Murray, owner of the dance| dence, R. L, manufacturer of Kenyon & Eckhardt, New York, 
studios bearing his name, has been | Flex-Let expansion watch brace-| has joined the staff of art direc- 
appointed vice-president in charge/|lets, has changed the company tors at Doherty, Clifford & Shen- 
of promotion of the studios. | name to Flex-Let Corp. | field, New York. 


arwood Adds Magazines 
) Advertising Schedule 


Duncan Harwood & Co. Ltd., 
ancouver, B. C., is adding the 
hllowing magazines to its sche- 
ile for winter promotion of Har- 
ood’s Canadian blended whisky: 
rgosy, Cosmopolitan, Look and 
utdoor Life. 

Other magazines on the list are 
ollier’s, Esquire, Fortune, Har- 
rs, Holiday, Newsweek, The 
ew Yorker, Time and United 
tates News & World Report. 
heodore A. Newhoff Advertising, 
altimore and New York, is the 
gency. 


ames Johnston Copy Head 


Thomas G. Johnston, formerly 
ith MeCann-Erickson, Batten, 


barton, Durstine & Osborn and J. 
tirling Getchell, New York, has | 
ined Hewitt, Ogilvy, Benson & 
lather, New York, as copy group 
ead on the Sun Oil account. 


Chilton Appoints Arnold 
A. T. Arnold, of Chilton 


Philadelphia, 


business for himself. 


Crosley Appoints Havens 


V. C. Havens, 


of sales 


Corp., Cincinnati. 


| Inc., 


|Miss Johnson Opens Office 
Katharine Johnson, former vice- 
president and copy chief of Spadea, 
New York, has resigned to} 
specialize as consultant and writer 
in the fashion field. Her office is 


located at 121 E. 54th St., 
York. 


has been appointed 
to represent Motor Age and Com-| 
mercial Car Journal in New Eng-| 
land and New York, succeeding A. | 
R. Eckel, who has resigned to enter | | 


formerly assist- | 
ant to the vice-president in charge 
of Consolidated Vultee 
Aircraft Corp., has been appointed 
assistant general sales manager of 
the Crosley division of Avco Mfg. 


New 


Points oe 

rs | 

a pjygers SUBSCRIBERS 

01 | 

ey 

+0.2 

i HAVE WHAT IT TAKES | 

+45 

a TO BUY HEALTH PRODUCTS 

3 | 

+34 

+1.3 | 
THE DESIRE FOR OPTIMUM HEALTH 

433 | AND COMFORT 

+0.1 They keep abreast of sound medical 
information by reading HYGEIA, the 

tos | Health Magazine of the American Med- 

$13 ical Association. 

+23 

+1.4 | 

to 

+1.5 

+1.1 | 

to | 

toe | 

+16 | THE ABILITY TO PAY FOR HEALTH 

+15 | AIDS AND CONVENIENCES 

+0.3 | 67.6 per cent of HYGEIA subscribers 
own their own homes. 

Coa., 


31.2 per cent of HYGEIA subscribers 
are executive and professional men. 


60.2 per cent of HYGEIA subscribers 
have annual incomes over $3,000. 


lt enables them to use a service Consisting of ad-setting, 
€ngraving, and printing — all nder’ one roof... Specially 
t ained men are always on their toes to serve you so well 
tiat you will come back again. We’ can lighten your burdens 
--and at the same time produce better and more profitable 


trinting for you—at a saving of time, trouble and money. 


AITHORN 


ORPORATION 


D-SETTING - ENGRAVING - PRINTING 
DO N. RUSH STREET, CHICAGO 11 - WHiteHatt 4-2300 


WHITEH ALL 


42300 


1 \ IMPOSING group of succesetul advertising executives 
and advertising agencies ‘find this a lucky number. 


HYGEIA subscribers rate well above 
average in insurance holdings — a re- 
liable index to the stability and steady 
income of family buying units. 


TO SELL products with a health appeal, tell your story to 
the health-minded, financially secure readers of HYGEIA. 


ates 


Ye THE HEALTH MAGAZINE 
OF THE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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Alexander Promoted 


J. C. Alexander, assistant gen- 
eral sales manager of the mechan- 
ical goods division, Dominion 
Rubber Co., Montreal, has been 


appointed general sales manager 
succeeds 


He 
who has re- 


of the division. 
George Bergeron, 
tired. 


Adco Appoints Hirsch 


Adco, Inc., Sedalia, Mo., manu- 
facturer of cleaning fluid, has 
named Maurice Lionel Hirsch Co., 
St. Louis, to handle its advertis- 
ing. Magazines and trade publi- 
cations will be used. 


RI VIAI/ 
Takes more than luck 
to reproduce detail 
by photo offset 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


PUBLISHERS—Milton R. Miller (center) of the Batavia News was elected president of 
New York State Publishers Association at its annual convention in Syracuse. He suc- 
ceeds William L. Fanning (left) of Westchester County Publishers, Inc. With them is 
Karl H. Thiesing, Syracuse, executive secretary of the association. (Story on Page 8.) 


Nelson Doubleday, 
Book and Magazine 
Publisher, Dies 


N. Y.—Nelson 
Doubleday, 59, chairman of the 
board of Doubleday & Co., book 
publisher, died on Jan. 11 at his 
home here, of cancer. He was pres- 
ident from 1929 to 1946 and con- 
tinued as chairman of the board 
after his resignation. 

Mr. Doubleday entered the pub- 


OysTeR Bay, 


lishing business in 1912 in the mag- 


azine field, later joining Double- 
day, Page & Co., founded by his 
father in 1897 with S. S. McClure. 
It became Doubleday, Doran in 
1927 and Doubleday & Co. in 1945. 

During the time Mr. Doubleday 
was president, six book clubs, in- 
cluding the Literary Guild of Am- 
erica and Doubleday One Dollar 


‘Book Club, were developed. An ex- 


The Magays 
SD he aqayine 


OF EXECUTIVE 


Gives more and dominant impressions 
witha smaller portion of your budget— 
achieving consistency for your message 
to top- business executives! 


INFLUENCE 


of circulation titled officers 
presidents  % 
chairmen, owners, part- 
ners, vice-presidents .. 
treasurers, secretaries , 


|29 years 


tensive mail order business on 
individual books was operated by 
Nelson Doubleday, Inc., and the 
production of the Country Life 
Press in Garden City, L. I., rose 
to 150,000 finished books a day. 


WILLIAM C. YOUNG 


New YorK—William C. Young, 
advertising sales representative for 
the Woman’s Home Companion, 
died on Jan. 11 at St. Vincent’s 
Hospital here after a brief illness. 
Mr. Young had been with Cro- 
well-Collier Publishing Co. for 26 
years. 


EDWARD C. KELLY 


LouISVILLE—Edward C. Kelly, 
72, owner of the Kelly Poster Ad- 
vertising Service, died here last 
week after a three-week illness. 
He had been in the poster adver- 
tising business for 40 years. 


Chesterfield Tests 
Outdoor in L. A. 


Los ANGELES—The Liggett & 
Myers Tobacco Co. is _ testing 
poster advertising for Chester- 
field cigarets on the Pacific Coast 
—the first use of the medium by 
a major cigaret company in a 
number of years. The test is for 
three months, starting in Decem- 
ber, and 24-sheet posters are ap- 
pearing in Los Angeles, San Fran- 
cisco and three other major Coast 
markets. 

A trade survey to determine 
dealer reactions is being conducted 
and may have some influence on 
the decision of the advertiser re- 
garding the continuance of the 
campaign and its expansion na- 
tionally. 

Chesterfield, Lucky Strike and 
Camel cigarets have used poster 
advertising in the past, but none 
of the major brands has been rep- 
resented in the medium for a 
number of years, though Camel 
cigarets are being advertised in 
several major markets through 
spectaculars featuring actual 
smoke rings blown from the dis- 
play. 


National Provisioner Ups 3 


Lester I. Norton has been pro- 
moted from vice-president and 
general manager to president of 
National Provisioner, Inc., Chi- 
cago. He has been with the com- 
pany for 25 years. Harvey W. 
Wernecke, manager of advertising 
sales, has been named vice-presi- 
dent and sales manager, and Ed- 
ward R. Swem, editor, has been 
made vice-president and editor. 


|The company publishes National 
| Provisioner, Annual 
'ers Guide and Daily Market and 
|News Service. 


Meat Pack- 


Fell Retires trom Borden’‘s 


Hugh P. Fell, vice-president in 
charge of production of the chemi- 
cal division of Borden’s, New 
York, will retire March 31 after 
of service. Ernest E. 
Novotny, divisional vice-president, 
has been named to succeed Mr. 
Fell. Nils Anderson Jr., 


Promotion of National Wall 
Paper Month in March may boost 
wall paper sales $500,000 for the 
month. The first try at this pro- 
motion last year brought sales up 
about $180,000. The promotion, 
which has started with mailing of 
a full-color folder and kit to job- 
bers and dealers, will include lo- 
cal newspaper advertising and di- 
rect mail. Julian Brightman Co., 
Cambridge, Mass., is handling the 
job for the National Wall Paper 
Wholesalers’ Association. 

The association is sponsoring the 
promotion alone this year. The 
Wall Paper Institute, which shared 
the financing last year, has begged 
off this time because members are 
rallying their forces in a fight with 
the government, which has accused 
the industry of conspiring to fix 
prices. 


Minnesota’s 50,000 business firms 
will get help on marketing, adver- 
tising, production and other prob- 
lems if a bill in the state legisla- 
ture goes through which would set 
up a new bureau of business and 
economic research at the Univer- 
sity of Minnesota. The bill would 
provide $25,000 a year to the 
university to help business in much 
the same way as agricultural ex- 
tension services of state schools 
aid farmers. 


It’s no secret that Newsweek is 
looking for another magazine. 
Publisher Malcolm Muir has told 
his staff to be alert for desirable 
properties. 


You may shortly see some TWA 
advertising capitalizing on the 
fact that it flew more passenger 
air miles than any other carrier 
last year. The Civil Aeronautics 
Board turned up the information. 


Unique among magazine fea- 
tures is Argosy’s “Court of Last 
Resort,” which tries to free men 
it feels were wrongfully convicted 
of crime. On Christmas Eve, 
Clarence Boggie, who had served 
13 years on a life sentence for 
murder, was given a conditional 
pardon by the governor of Wash- 


ington—the first of Argosy’ 
cessful cases. Another, to | 
nounced in the February is: 1¢, ; 
William Keys, who was ser\ ng 


an 


life sentence in San Quent) ; fo) 


murder, for whom Argosy h: ; ob Eins yv Y 
tained a parole. aries L 
pint d te 

O4&C Launches Campaign bns as € 
Olney & Carpenter, Inc., Woggme In 
cott, N. Y., has launched a ) ew.f makin 
paper and radio campaign in eastfpna! ché 
ern cities for O & C brand potat@po, E 
sticks, cheese coated sticks ang. In 
French fried potatoes. News) ape ssiccent 


ads will run in Philadephia 
Washington and Buffalo. Live an 
transcribed radio spots will be 
used in Hartford, Rochester, Syraii 
cuse and New York, in addition tg 
the Marjorie Mills program ove; 
the New England regional net 
work. Fuller & Smith & Ross, Ne 
York, is the agency. 


San Jose Adclub Elects 


George Snell, of Station KEEN. 
San Jose, Cal., has been elected 
president of the San Jose Aciver- 
tising Club. Richard Ryan, Sta- 
tion KLOK, San Jose, has been 
named vice-president and Benet 
Hanau, of Benet Hanau & As. 
sociates, has been appointed sec- 
retary-treasurer. 
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Koehnke Appoints Clarke 
John E. Clarke Jr., formerly 
with Advertising Initiative, has 
been named production manager 
and account executive of Geo. F 
Koehnke Advertising, Chicago. 
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divisional | 
'vice-president, has been appointed 
‘vice-president in charge of sales. 


Mr. Pe 


926,313 Daily Circulation 
1,500,000 Daily Readers ow 
IN OHIO’S FASTEST GROWING HALF 


In fact, non-metropolitan Ohio-is the fastest- E 
growing section east of the Mississippi. This 
fast-growing, over-the-average-income market is _ 
fertile ground for advertising dollars. One out of 
four Ohioans reads an Ohio Select List news- 
paper— 49 newspapers covering 49 highly- 
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ive tising Age, January 17, 1949 
ime Appoints 
lack, Stillman 


SY": Suc 

0 b> an 

=< Bxecutive V. P 

ser ng xecu lve ° 5S 

enti ; for 

J he s obdNev YorK—Howard Black and 
aries L. Stillman have been ap- 
pint-d to two newly-created posi- 

ign ys as executive vice-presidents, 

ic. me. Inc., announced last week 


making a series of organiza- 


a) 

1 in eastMpna! changes. 

id potatdiroy E. Larsen, president of 
icks and ne Inc., said Mr. Black, vice- 
BWSpape esident and sales director, will 
ade Dhia 


er, Syratim 
\diti m tg ’ 
am ove 
nal net 
oss, Ne 


4 
i ) 


Ss 

1 KEEN! 

| elected 

» Advert C. L. Stillman Howard Black 

on hem rve as executive vice-president 

d Benet publishing operations. Mr. 

- & Asfillman, who has been vice-pres- 

ted secMent and treasurer, becomes ex- 
utive vice-president for manu- 
cturing and financial operations. 

ke In addition, said Mr. Larsen, the 

formerlygpllowing appointments and or- 

ive, hafnizational shifts have been 

manager™ade: 

Geo. Fi James A. Linen, publisher of 

cago. Bime, and Andrew Heiskell, pub- 


her of Life, have been elected 
ce-presidents. 

Vice-president C. D. Jackson, di- 
ctor of Time-Life International, 
comes publisher of Fortune, 
hose former publisher, William 
. Geer, has been named associate 
blisher of Life. ; 
Edgar Baker, general manager 
publishing activities for Time- 
ife International, now heads the 
bmpany’s foreign publishing di- 
sion, 

Vice-president P. I. Prentice be- 
bmes editor and publisher of 
rchitectural Forum. 


. H. Percy, 29, Named 
ead of Bell & Howell 


| 


OTO 

nom Charles H. Percy, 29, last week 
ae as elected president of Bell & 
MPANY Bowell Co., Chicago, succeeding 
 Win"Mosepbh H, McNabb, who died 


arly this month. 
Mr. Perry started work for the 
hotographic equipment firm in 
636 at $12 a week. For the past 
a’, during Mr. McNabb’s illness, 
lid much of the work of the 
resident’s office. Mr. Perry served 
Navy lieutenant during the 
ar. He is now working toward 
4 v degree at Kent College in 
icago. 


rmstrong Joins FC&B 


Dale Armstrong, former vice- 
resident in charge of public re- 
Rtions for Trans World Airlines, 
lew York, has joined Foote, Cone 
Pelding International as Euro- 
ai. public relations director with 
quarters in London. Prior to 
association with TWA, Mr. 
strong was assistant to the 
41d chairman and general man- 
1 of Northrop Aircraft Corp. 


Names Erwin, Wasey 


k Bros. Brewing Co., Chi- 
brewer of Trophy beer, has 
d its advertising with Erwin, 
as-y & Co. C. C. Fogarty Co., 
igo, recently resigned the ac- 


2d Cigar Retires Pitney 

S. Pitney has retired as 
dent of the United Cigar 
pol -s Ltd., Toronto. W. M. Daw- 
vice-president, has been 
‘d to succeed Mr. Pitney. 


ord Agency Appointed 

M. Basford Co., New York, 
@ been retained to handle the 
“vectising of Glycerine Pro- 
Puce cs’ Association. 


an 
QQ 


Last Minute News Flashes | 


Oil Info Drive Gets High Starch Ratings 


New YorK—The Oil Industry Information Committee refutes the 
charge that free enterprise campaigns usually get caught with their 
Starch down (AA, March 22, 1948) by citing findings by Daniel Starch 
& Staff. Based on 29 individual Starch reports covering eight different | 
oil industry ads in four magazines and two Sunday supplements, this 
campaign received a “read most” mark among men of 30 as against al 
16 average for read most by men of all ads in the same issues. Sullivan, | 
Stauffer, Colwell & Bayles is the agency. 


Rogers & Smith Gets Borg-Warner Campaign | 


Cuicaco—Borg-Warner Corp. has appointed Rogers & Smith to 
handle a new busiress paper account, calling for institutional copy in 
leading automotive and agricultural publications. This series, in ad- 
dition to other space used by individual Borg-Warner divisions, will 
augment the company’s continuing campaign in national magazines, 
through J. Walter Thompson Co. A special campaign on B-W’s auto- 
motive overdrive, started in the last quarter of '48, will be continued 


in Farm Journal and Life. 


Knox Starts Drive in Magazines, ‘Buy-Lines’ 


Jounstown, N. Y.—Charles B. Knox Co. will launch a campaign 
for Knox gelatine this month in Better Homes & Gardens, Family 
Circle, Good Housekeeping, Ladies’ Home Journal, McCall’s, New York 
Sunday Mirror Magazine, Parade, Parents’ Magazine, This Week 
Magazine, Woman's Day, Woman’s Home Companion and Western 
Family. Ads also will appear in the syndicated newspaper column, 
Buy-Lines by Nancy Sasser. Charles W. Hoyt Co., New York, is the 


agency. 


Gem Blade Dispenser Drive Planned 


New York—American Safety Razor Corp. will announce a Gem 
Push-Pak razor blade dispenser in about 75 newspapers in more than 
60 cities in April. A cooperative newspaper campaign will also be 
launched in mid-February and the dispenser will be advertised begin- 
ning in March in Collier’s, Life, Look and The Saturday Evening Post. 
Selective announcements will also be used. Federal Advertising here 


is the agency. 


R&R Gets A. E. Staley’s Cameo Account 


Decatur, Itt.—A. E. Staley Mfg. Co. has appointed Ruthrauff & 
Ryan, Chicago, to handle Cameo starching powder advertising for the 
packaging division. R&R will also handle that part of the Staley in- 
dustrial program covering corn and soybean products. 


Dutf's Cake Mixes Get New Push 


New YorkK—American Home Foods is launching a campaign for 
Duff’s seven cake mixes in 403 newspapers throughout the country, 
participations on 30 homemaker programs in major cities and full- 
color pages each month in Good Housekeeping and Life. W. Earl Both- 


well, Inc., is the agency. 


‘The New Yorker’ Appoints Carl Reimers 

New YorK—The New Yorker has appointed Carl Reimers Co., New 
York, to handle its advertising, effective Feb. 1. Abbott Kimball Co. 
here previously handled the account. 


WOIC, Washington 
TV Station, on Air 
with Long Schedule 


WASHINGTON—WOIC, the Bam- 
berger Broadcasting Service, went 
on the air Sunday, the fourth 
television station to serve the 
Washington area. 

Its initial broadcast, running 
from 4:40 until 11:15 p.m., is 
believed to have been the longest 
opening day schedule attempted 
by a television station, according 
to Eugene S. Thomas, general man- 
ager. 

Previously, Washington has had 
service from stations owned by or 
affiliated with DuMont, ABC and 
NBC. WOIC is to carry the full 
CBS network schedule, as well as 
such network programming as Mu- 
tual may develop after the com- 
pletion of WOR-TV in New York 
late this spring. 

WOIC opens with 27 commercial 
accounts, including a _ half-hour 
locally originated sponsored live 
amateur show, Mr. Thomas said. 


a Meanwhile, WTTG, DuMont sta- 
tion here, announced that it is 
beginning daytime operation to- 
day (Jan. 17) with 11 live pro- 
grams originating in New York 
from 10 a.m. to 1:30 p.m., and from 
2:30 to 3:30 p.m. 

With the addition of the daytime 
programs, the first in Washington, 
WTTG will be offering 50 hours 
of programs weekly, and 17 hours 
of test pattern music. 


KPIX ON 5-DAY WEEK 

San Francisco—A five-day-a- 
week operating schedule has been 
announced by KPIX, San Francis- 


co’s first television station. There 
will be no programming on Mon- 
days and Tuesdays. 

The _ station’s first regularly 
scheduled live production is “The 
Nipper Song Shop,” sponsored by 
Leo J. Meyberg Co., local RCA 
distributor. Honig-Cooper Co., 
here, is the agency. 


Pedlar & Ryan Elecis 
Shaw and Skolnik V.P.s 
Donald R. Shaw, account super- 


visor, and Jack Skolnik, art di- 
rector for the past five years, have 


Jack Skolnik 


Donald Shaw 


been elected vice-presidents of 
Pedlar & Ryan, New York. Mr. 
Shaw has been with the agency 
since 1928. Prior to joining P&R, 
Mr. Skolnik was an art director 
for R. H. Macy & Co. 


Wilten Opens New Division 


Marjorie Wilten, Advertising, St. 
Louis, has established a new di- 
vision to service accounts in men’s 
wear, home furnishings and re- 
lated fields. The new division will 
be under the direction of Earl C. 
McDermott, formerly divisional | 
promotion manager of Famous- 
Barr Co. 


Best Names Wood V. P. 


Clinton B. Wood, account ex- | 


ecutive and copy chief, has been) ton, formerly located at 99 Bedford|by Southern Television 


named vice-president of Frank) 
Best & Co., New York. | 
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SHOWS HOW-—This new color selector, 

which is being distributed to dealers of 

Mohawk Carpet Mills, New York, has a 

series of dials at the right, making it 

possible to assemble several thousand 

color combinations for the prospective 
buyer. 


ABC Reported 
Sold by Execs 
to 20th-Fox 


New YorK—At midnight on 
Wednesday, American Broadcast- 
ing Co. reportedly was bought by 
Twentieth Century-Fox Film 
Corp. 

Mark Woods, president and 
treasurer, signed a five-year con- 
tract with the motion picture com- 
pany at $75,000 a year. Robert E. 
Kintner, executive vice-president 
of ABC, signed for five years at 
$50,000, and Edward J. Noble, 
chairman of the board of the net- 
work, reportedly will stay on as 
an adviser, for the present at 
least. 

This news, given to AA by a 
reliable source, was bolstered by 
a report last week that Mr. Woods 
and other ABC executives told 
the New York Stock Exchange of 
substantial reductions in their 
ABC holdings. 

Mr. Woods reported selling 30,- 
500 shares of his common stock, 
reducing his holdings to 6,500 
shares; Mr. Kintner sold 17,300 
and holds 16,000, and C. Nicholas 
Priaulx reduced his 5,000 shares 
to 1,000. 


Reichert Acts for Keller 


Harry Reichert, in the foreign 
sales department of Niles-Bement- 
Pond Co., West Hartford, Conn., 
has been named acting manager of 
the company’s foreign sales. He 
will carry on the work of Alex- 
ander S. Keller, vice-president 
and manager of foreign sales, who 
has taken a leave of absence for a 
year to accept the post of senior 


| industry officer in the Netherlands 
| Mission of the Economic Cooper- 


ation Administration. 


Launches External Organ 


Hyster Co., industrial truck and 
tractor equipment manufacturer of 
Portland, Ore., Peoria and Dan- 
ville, Ill., has launched a new ex- 
ternal company publication called 
“Lifts.”” The publication will have 
a controlled circulation of 50,000, 
with distribution to Hyster truck 
dealers in the United States, Can- 
ada and 50 foreign countries. 


Mathes Names Gibson V. P. 


David C. Gibson, account ex- 
ecutive at J. M. Mathes, Inc., New 
York, has been elected a vice- 


|president of the agency. Prior to 


joining Mathes, Mr. Gibson was a 
vice-president of Maryland Cas- 
ualty Co. 


Wells Advertising Moves 
Wells Advertising Agency, Bos- 


St., has moved its office to 230 
Boylston St. 


Whitehall Shifts 
Agencies; D-F-S 
Gets Roche Men 


New YorK—Last week White- 
hall Pharmacal Co. touched off 
a chain reaction when it trans- 
ferred five daytime radio shows 
from Dancer-Fitzgerald-Sample to 
John F. Murray Co. The five 
shows are “Helen Trent” and “Our 
Gal Sunday” on CBS, “Just Plain 
Bill” and “Front Page Farrell” on 


NBC, and “Zeke Manners” on 
NBC’s West Coast network. 
Henry R. Turnbull, who had 


been a vice-president of D-F-S, 
handling Whitehall, resigned and 
joined Biow Co. as a vice-presi- 
dent. He was the third D-F-S ex- 
ecutive to join Biow in recent 
weeks, following F. K. Beirn and 
Robert Bragarnick. 


s Dancer-Fitzgerald-Sample _ re- 
ported that on Feb. 1 it will take 
over the accounts and most of the 
office staff of Roche, Williams & 
Cleary’s New York office. The 
personnel includes Harold F. 
Kemp and Ray Cabrerra, RW&C’s 
radio director and vice-president, 
respectively. 

R. A. Porter, formerly vice-pres- 
ident and general manager of 
RW&C, New York, had already 
joined Dancer-Fitzgerald-Sam- 
ple. The accounts involved include 
G. N. Coughlan Co., Lee Pharma- 
cal Co. and Pearson Pharmacal Co. 

The Murray agency had pre- 
viously handled magazine adver- 
tising for Whitehall. The billing 
on the five shows is supposed to 
be more than $2,000,000. 

Roche, Williams & Cleary ap- 
parently had not decided by last 
week what action to take on main- 
taining its Philadelphia and New 
York offices. The Philadelphia 
office might be closed because of 
the loss of the Sun Oil Co. ac- 
count to Hewitt, Ogilvy, Benson & 
Mather (AA, Jan. 10). No one has 
been picked to succeed Mr. Porter 
as head of the New York office. 


Paley Negotiations 
Cover Broad Front 


Los ANGELES—William S. Paley, 
chairman of Columbia Broadcast- 
ing System, was here last week 
continuing his famed negotiations 
on various fronts. At the end of 
the week it appeared: 

1. That it is almost certain 
that Edgar Bergen will be heard 
on the network next fall. The 
ventriloquist was in New York 
last week, reportedly to work out 
a sponsor deal. 

2. CBS is negotiating with Bing 
Crosby, ABC’s Wednesday night 
headliner, but, as far as can be 
learned, Mr. Paley has had no 
success until now in bringing the 
crooner into the CBS fold. Many 
here think he will have such suc- 
cess later. 

3. That CBS would not buy in- 
to a motion picture company, al- 
though Mr. Paley has talked with 
heads of leading studios and does 
want some tie-up with the film 
industry. 

The CBS head told the Holly- 
wood Reporter Wednesday that 
“CBS is ready to deal with any 
or all [movie] people on a free 
market.” 


Indiana Real Estate Firm 
Buys Television Program 


Harper-Conner, Jeffersonville, 
Ind., real estate agent, began spon- 
sorship on Jan. 10 for 13 weeks of 
“Anniversary House,” a 15-minute 
musical show on WAVE-TV, 
Louisville, Ky. 
| The program is a package owned 

Produc- 
| tions, Louisville. Advertising As- 
sociates, Louisville, is the agency. 
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Stores Need More 
Mail Promotion: 


Rotto to NRDGA 


Advertising Costs, 
Teen-Age Market, 
Occupy Retailers 


New YorK—The functions of ad- 
vertising in retail stores was thor- 
oughly analyzed last week at the 


National Retail Dry Goods Assoc 


ation annual meeting, and among 
the results of the analysis were 
_ these: Direct mail claims too small 
: a percentage of the store’s promo- 
tion dollar, and teen-age adver- 
tising must be adapted to a chang- 


ing audience. 

James Rotto, sales promotion 
| manager of The Hecht Co., Wash- 
| ington, told a session that the av- 
erage expenditure for direct mail 
was 0.2% of sales. He said the ten- 
dency of retailers to think of di- 
rect mail in terms of mail order 
is an error, that many good stores 
utilize most of their direct mail 
to bring the customer into the 
store, with very little for mail 
order purposes. 


ws A well-operated retail direct 
mail department, he said, banks 
on (1) the monthly statement en- 
closure, (2) direct mail for inac- 
tive account promotions, (3) stim- 
ulating instalment business by of- 
fering additional credit facilities, 
and (4) offering specially-priced 
merchandise to charge account cus- 
tomers a day or two before adver- 
tising to the general public. 
Dorothy L. Wallis, Women’s 
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Wear Daily, told the group that 
by 1950 there will be 5,565,000 
girls in the 10-14 age bracket, and 
6,800,000 by 1955. “About a mil- 
lion girls grow out of this cus- 
tomer bracket every year, which 
means stores, even assuming they 
are tapping the total potential, 
have to replace that number every 
single year,’ she commented. 

Some means of promotion stores 
are using to stimulate teen-agers 
are: Ads in school papers; direct 
mail pieces (“they love mail!’’); 
regular Saturday morning fashion 
shows; an essay contest on “How 
I plan my school wardrobe;” in- 
clusion of teen items in charge ac- 
count stuffers, and teen-age quiz- 
zes on local radio stations. 


es Miss Wallis had harsh words 
for teen-age advertising: “Dull, 
unrealistic, unimaginative, stuffy 
...too much of it is done from the 
slant of the older person rather 
than the young generation. I ad- 
mit that in general practice, you’ve 
got the double-barreled job of sell- 
ing the mother on the price, the 
daughter on the fashion.” 

Miss Wallis said the job isn’t 
easy, but she believes in aiming at 
daughter. Copy needn’t be in be- 
bop patois, she explained, but “it 
should recognize that words which 
mean a lot to the mature reader of 
advertising often mean little to the 
teener. Keep it lively, keep it mov- 
ing, give it a plot if need be.” 

The cost may be considerable, 
“particularly in proportion to oper- 
|ational costs in other departments 
which, at present, may be pulling 
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CROSLEY ENTERTAINS—Honored guests 
Christmas party in New York were (left to 


at Crosley Distributing Corp.'s annual 
right): Raymond C. Cosgrove, new board 


chairman of CDC, who is executive vice-president of Avco Mfg. Co.; Bert Cole, vice- 
president and general manager of Crosley Distributing Corp., and John W. Craig, 
new president of Crosley Distributing, succeeding Mr. Cosgrove. Mr. Craig is a 
vice-president of Avco and general manager of the Crosley division in Cincinnati. 


more strongly,” but Miss Wallis 
thirfks “we’re putting money into 
what really amounts to a new 
field...and at the same time, we 
have in her [the teen-age girl] the 
possibility of a life-long customer 
—if we satisfy her. We can carry 
her right through junior or misses’ | 
clothes, trousseaux, baby clothing, 
women’s—she’s yours for her life, | 
if you can get her at this impres- 
sionable age.” 


ws R. M. Overall, controller, Gimbel 
Bros., Pittsburgh, talked about ex- 
pense reduction in advertising, 
which he thinks will be a major 
objective in 1949. He concentrated 
on newspaper advertising, since 
newspaper space accounts for 60- 
70% of store budgets, and art, 
copy and cuts consume another 
10-20%. Among his points for cost 
reduction were close liaison with 
comparison shoppers and buyers. 
“Have not only the style or styles 
advertised, but other styles at the 
same price for customers who can- 
not use the ones in your sketches,” 
he suggested; “have your com- 
parison shoppers handle goods be- 
fore the ad is released—their re- | 


port should reflect the average) 
customer’s viewpoint of the item | 
in relation to the text of your 
copy; make sure your buyer has 
provided goods sufficient for three 
days of selling. Good ads can be 
counted upon to live that long. Be 
very critical of departments which 
have sell-outs in an hour or two, 
knowing that advertising money 
has been at least half wasted.” 

Mr. Overall also asked that ad- 
men watch “lost sales.” “Insist 
that all buyers keep staple mer- 
chandise in stock,” he advised. “It 
is impossible at present newspaper 
cost ‘to buy’ business in the news- 
papers and so stocking staples and 
the added sales resulting are an 
important item in relative pro- 
motion cost.” 


| 
\s The NRDGA also heard from | 


John Giesen, director of the retail 
division, Bureau of Advertising, 
who showed the bureau’s chart of 
department store sales of items, 
and how to gear them to advertis- 
ing, and Harold V. Manzer, Worces- 
ter Telegram-Gazette, who report- 
ed on the progress of the joint 
NRDGA-NAEA committee. 

H. E. Daniels, retail advertising | 
manager, Milwaukee Journal, told 
the group that color advertising 
in newspapers will mean much to 
retailers—particularly in mail or- 
er. The Journal ran 1,346 color ad- 
vertisements in 1948—386 of them | 
in r.o.p. positions, and he reported 
hat “all newspaper press manufac- | 
turers report their new equipment 
is designed with an eye to color) 


| printing.” 
| He warned that stocks of items | 
|}advertised in newspaper color) 


‘should be high, and reported that 
| “on item promotion ads, the mail 
| orders frequently exceed the coun- 
ter sales. One of our stores ran a 
color ad recently and planned on 


3,000 units. These were quickly 
sold out and the store had to re- 
turn mail orders, because the mer- 
chandise could not be reordered for 
quiek delivery.” 

He said the Journal is now pre- 
paring a new book on color ads, 
which will be completed in about 
60 days, and will be available to 
interested retailers. 


U. S. Printing & Lithograph 
Elects Walters President 


William H. Walters, former Ist 
vice-president and manager of 
United States Printing & Litho- 


graph Co., with 
headquarters in 
Brooklyn, has . 


been elected pres- 


Advertising Age, January 1 


Reinhold Starts 
Split-Runs for 5 


Business Papers 


New YorK—Reinhold Pub) shin 
Corp. last week announced it yoyjJ 
make splil-runs for copy i ‘stip 
available in February issues < | 4) 
alytical Chemistry, Chemica 4) 
stracts, Chemical & Engin: eriyj 
News, Industrial & Engin: eriy; 
Chemistry and Journal of th Ay 
erican Chemical Society. 
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The charge initially will be s@New Y 
above regular space rates, de peng for 
ing on the circulation of the magijong wit 
azine used. sponse 

The five publications wil! \y appe 
split-mailed on an every-othe Grey 
name basis. Each half will reagifilertising 
the same number of subscriberg™pntests lu 
equally distributed geographically—mers who | 
industrially and by title grouping—Ng any b 
they will reach subscribers at ih@edient o 
same time, in the same position an@ipntastic } 
in the same magazine. Except fog What % 
the change in copy, all other facfhitigate 2 
tors will be equal. g to Gre 
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agement for American Chemicaqmphich co! 
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ident, succeeding 
the late Joseph 
P. Thomas. The 
company is com- 
pleting the erec- 
tion of a plant 
in Mineola, L. L., 
N. Y. Mr. Wal- 
ters joined the 
company in 1918. —_W. H. Walters 
Other officials 

elected are: John M. Callahan, 
manager of the western division, 
vice-president, and R. E. Welch, 
secretary. 


Now ‘Men's Reporter Weekly’ 


Effective Jan. 10 Men’s Reporter 
Monthly, published by Reporter 
Publications, New York, became 
Men’s Reporter Weekly. The $5) 
yearly subscription price and ad- 
vertising rates remain unchanged. | 
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Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile ... or for model build- 
ing and hobby crofting. Tools are high 
grade alloy steel .. . handles ore dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 
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ATTLEBORO FALLS, MASS. 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 
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rey Matter’ 
taps Contests, 


ib! Shin 

* ooffnd Contestant 

* find Contestants 

S Cf Ay 

icc AM Soys Prize Offers Only 

tn ering 

in. on, Attract ‘Floaters,’ 

the And Aven‘t Sales Builders 

l be si New YorK—Twenty-five rea- 

de vendfipns for not running. contests, 

he magfMong with the fact that contest 
psponse is “reported” down 20- 

will }4@—)%, appear in the January issue 

y-othergmt “Grey Matter.” And Grey Ad- 

ll reacmertising Agency also says that 

Sscribersmpntests lure only “floaters. . .shop- 


phicallymers who can be ‘bribed’ into buy- 
roupinggmg any brand by the simple ex- 
S at thqgedient of a large contest or a 
tion an@mntastic premium offer.” 


What are the factors which 
itigate against contests? Accord- 
g to Grey, they are: 

1. The population pool from 
thich contestants for most con- 
psts are drawn is large in num- 
rs but small in relation to the 
tal. 

2. The “same people” enter the 
ajority of contests. 

3. The semi-illiteracy rate among 
ntestants is considerably higher 
ian for the whole population. 

4. Low income groups predomi- 
ate. 

5. There is little correlation be- 
ren geographic distribution of 
mtestants and distribution of 
erchandise. 
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6. “There is every reason to be- 
eve” that brand loyalty is “al- 
ost unknown” among the major- 
y of the group which enters con- 
sts regularly. 

7. Contests are sometimes called 
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Wt BBUYS A LOT OF BATTERIES 
And that’s only a minor fraction of 

» Busine 2e $12 billion Motor-Freight Car- 


riers spent last year on parts, fuel, 


L CO. 


equipment and the thousand-and- 


one other things they need. Motor- 


Freight Carriers get their “where- 


FR to-huy-it” information from the 
pares of TRANSPORT TOPICS, 
the only ABC paper devoted to 


trucking. 16,000 paid copies weekly ; 
45,000 Third-Monday distribution. 


Cransport Gopics 
National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 


MARKETING LEADERS—1949 officers of 
(left to right, seated): 


Mills, vice-president. 


Neil H. Borden, 
Harvey W. Huegy, University of Illinois, president, and Gordon A. Hughes, General 
Standing: Wilford White, U. S. Department of Commerce, 
treasurer, and George H. Brown, University of Chicago, secretary. 


the American Marketing Association are 
Harvard Business School, vice-president; 


sampling campaigns, but Grey 
thinks an advertiser who samples 
with lack of distribution control, 
“a necessary part of a contest,” 
would be “an economic lunatic!” 

8. Contests fail to reach better 
customers of retail outlets selling 
on a cash basis; “an impressive 
percentage of contestants’ are 
credit buyers. 

9. Store promotion of contests is 
more common in_ small stores 
than in important outlets—but 
Kroger is an exception, Grey ad- 
mits. 

10. Rewards to dealers can 
hardly obtain special cooperation 
from worth while dealers or chain 
store managers. 

li. Grey thinks even pro and 
semi-pro contestants are sick of 
writing I-like-Blank’s-because 
letters. 

12. Thus, 
bigger prize offers to spur 
testants. 


it takes bigger and 
con- 


s 13. It also takes more advertis- 
ing to put contests over. Grey calls 
attention to six food advertisers 
running concurrent contests, whose 
prize jackpots total $400,000—and 
Grey thinks the advertising will 
run between $2-3,000,000. 

14. Further, the contest adver- 
tising rivets on the contest, and 
ignores the product. 

15. The contest competes with 
the “giveaway” nowadays. 

16. More and more contests are 
being hatched; the competition 
between contests is increasingly 
intense. 

17. Contests take advantage of 
only a small segment of a medium’s 
circulation. 

18. Contests tend to bunch ad 
expenditures unseasonally for 
products not especially suscept- 
ible to seasonal variations. 

19. Contest prizes, and contest 
costs, come out of funds which 
normally would go to national 
media (where Grey thinks it 
would do more good). 


ws 20. There is a tendency in buy- 
ing media to buy for contest po- 
tential, not true buying potential 


—which often aren’t the same. 


hotostats 


JR ADVERTISING 


) N. MICHIGAN AVE. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


111 E. DELAWARE ST. 


21. Dealers are often confronted 
with “post-contest lag,” and thus 
many chains will not place larger 
orders because of a contest. 

22. The contest is a hypodermic, 
“requires larger and larger doses 
over a period of time to obtain 
merely the same results.. 
{which] are often ephemeral.” 

23. Contests do not strengthen 
brand loyalty. 

24. Contests do not sell more, 
more often, to loyal customers. 

25. Contests do not strengthen 
the “consumer franchise.” 

Grey also reports that few 
strong store-controlled brands use 
contests, and argues that big re- 
tailers know (1) that his prob- 
lem is holding present customers 
and getting them to repeat and 
(2) contests neglect present cus- 
tomers and go after new custom- 
ers, “customers of little sub- 
stance!” 


Parcher Elected President 
of Badger & Browning 

Clifford P. Parcher, executive 
vice-president, has been elected 
president of Badger & Browning, 
Boston agency, 
which on Feb. 15 
will be changed 
to Badger & 
Browning & Par- 
cher, Ine. Mr. 
Parcher succeeds 
Joseph L. Badger, 


who becomes 
chairman of the 
board and con- 
tinues his associ- 
ation with the 
C. P. Parcher agency in an ad- 
visory capacity. 


F. S. Browning is treasurer. 

Mr. Parcher joined the agency 
in 1929, shortly after its founding. 
Later he became vice-president and 
for the past eight years has been 
executive vice-president. 


John Abbink Leaves 
McGraw-Hill International 

John Abbink, chairman of the 
board and director of McGraw- 
Hill International Corp., resigned 
Dec. 31. Now chairman of the U.S. 
section, Joint Brazil-U.S. Tech- 
nical Commission, he will con- 
tinue his work with the commis- 
sion and later will carry out “per- 
sonal plans in which he has been 
taking increased interest.” 

Mr. Abbink was with Business 
Publishers International Corp., 
MHIC’s predecessor, from 1925 to 
1947. He has been active in for- 
eign trade circles, and was chair- 
man of the U. S. advisory delega- 
tion to the International Trade Or- 
ganization Conference in nortan | 
a year ago. 


JWT Names Fidler V. P. 

Fred H. Fidler, recently ap- 
pointed Pacific Coast manager of 
J. Walter Thompson Co., has been 
elected a_ vice- -president of the 


agency. | 


Lewyt Sets $500,000 


Budget to Increase 
Its Vacuum Sales 


BrooKLyN—Rather than increase 
the retail price of its vacuum 
cleaner, which sells for $79.95, 
Lewyt Corp. and its dealers will 
run a series of promotions this 
spring and fall to build sales vol- 


ume. 
Lewyt will spend $500,000 for 
these promotions, about $150,000) 
more than the company spent for | 
advertising during 1948. 


The first promotion, which| et 


begins this month, is a cooperative | 


advertising campaign consisting of | as 


1,000-line ads in 100 cities offering | 
a free trial of the cleaner in the 
home from three to ten days. 

The second and third promo- 
tions, which extend until Septem- 
ber, will also appear in news- 
papers in 100 cities, offering a new 
cleaning product and moth crystals 
to attract prospective customers 
into the stores. Selective announce- 
ments also will be used. 

In addition, Lewyt will begin a 
national magazine campaign in 
March in Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 


Journal, Life, Look and The 
Saturday Evening Post. 
Hicks & Greist, New York, is 


the agency. 


Names McCann-Erickson 


Refinerias de Maiz, Buenos Ai- 
res, subsidiary of Corn Products 
Refining Co., has appointed Mc- 


Cann-Erickson, Buenos Aires, to| 7 


handle advertising in that market 
of Maizena Duryea cornstarch and | 
Karo corn syrup as well as of| 
corn by-products for 
uses. 


industrial | 


Form Public Relations Firm 


Joseph P. Wiegers, former pub- 
lic relations director of Macfadden 


| Publications, New York, and War- 


ren Gerz, formerly with Young 
& Rubicam, have formed a public 
relations office under the name of 
Joseph P. Wiegers and Warren A. 
Gerz, located at 52 Vanderbilt 
Ave., New York. 


lithographed 
by Philipp are 
a delight to the 
eye —and sales 


hilipp 


LITHOGBAPHING 


+1422 WN. 4th ST, MILWAUKEE 12, Wis. 
a PHONE - MARQUETTE 8-2446 


pre-test 


Know in advance how your 


new sales plan will 


Have Burgoyne score your pre-test 


in one of several of his representative 


cities. 


Test cities are medium-size. 


it’s possible to use dominant 


paper space and still not have an 


extravagant budget for the whole test 


including Burgoyne’s 


Both drug and grocery advertising 
leaders use the Burgoyne Index 


service ... this fact in itself is a 


good recommendation. 


May we set up a test program for 


your new plan? 


Burgoyne rocery ér Drag . ra 


DIXIE TERMINAL «+ 


service. 


MAIN 0305 « 


for success 


SOUTH BEND 
work. “Tést Town, U.S.A.” is 
perfectly typical of the 
nation... the U.S. Gov- 
ernment chooses it for 
important tests and 
studies . 
Se Distribution is easy to 
“" obtain . . . simple 
news- results can be easily and 


accurately checked . . 
five wholesalers, two 
and three 
chains cover the 
One whole- 
saler and five chains give 
complete drug distribu- 
tion. Not complicated 
with headquarters in dis- 
tant cities. 


corporate vol- 
untary 


food picture. 


A one-newspaper market 
... THE SOUTH BEND 
TRIBUNE . . . with neg- 
ligible outside circulation 


to create complications. 


CINCINNATI 2 
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It's not long ago when I came hat in hand p> I want to know the SELLING POINTS of your sociatior 
‘ 4 , . h The st 
to get some merchandise . . . but I understood, and was patient. merchandise so I can sell my clerks, who do the bight on 
It’s not long ago when your consumer advertising eS oe 
; ; in a consumer ad. INIAA “ 
was a mixed blessing to me. . . consumer demand ing Pre 
was not my problem. p> I want INFORMATION ON DELIVERIES so | oehnle 
[ - — id i ie} can plan my own promotion schedule. You can’t ket anal 
eae eer! wytine ell me that n'a consumer ad aL 
” Things have changed for me and I hope you are The one place where you can best tell me these things a W. D. 
re-evaluating your own position. Please recall how is in my own industry’s trade publication. ager S | 
‘ 3 . fi pie a man Of © 
complacence fooled many people in the last election. I read my Haire specialized trade publication regularly erning t 
Of course, your consumer advertising will mean much to me now from cover to cover every month. That’s where I get my ae 
: because ce ne gage tae pc py pe ag basic “know how” on merchandising, trends, products, revealed 
° ’ ° reso rythi . . tween tl] 
I need MORE help from you, if we are both going ‘ _— and everyting that contributes to conducting . fluences 
to do business. retail operation successfully. The Haire publication is where vaterial: 
Along with your WHIZ product, I am now getting a ee ter Geren = ene 2 Be iets wewre cee 

, 9 s : 

q plenty of your competitors’ nationally advertised he can speak my language. That's where he can win oe meg 
ZING and WHAM products. my confidence and loyalty to his product. Need I say more! o* er 
on, 
Frankly, I don’t relish being an order-taker any longer— Th rarbhesnn 
and I want my clerks to sell intelligently, too. I have pride € . ae 
in the reputation of my store. With my trained help nant inf 
° and the traffic my store commands, I can select and sell e need fo 
* the product most advantageous to me. ~ _ hae 
e \ipme 
. ; the stud: 
Here's the information I need from you, Mr. Manufacturer*: ' 
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final ch 
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